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PART OF pa 


IND AN —The great oil and manufacturing 
belt where everybody is working, 


Tae MuncIE STAr is delivered to 60 per cent 
of the homes in these seven counties. 


THE STAR is now delivered on 193 Rural Free Delivery Routes—173 inthis section. Six- 
ty-six additional routes will be established before September rst to make the service complete 
to every family in these seven counties. The guaranteed average circulation of THE MUNCIE 
STAR for one year is 24,000. 


THE STAR LEAGUE 


consisting of The Indianapolis Star, The Terre Haute Star and The 
Muncie Star, will cover this rich State thoroughly with a 
. guaranteed circulation of 90,000 papers. Ask for rates. 


THE STAR LEAGUE, LOGAN & COLE, 
General Office, Special Representatives, 
INDIANAPOLIS, IND. Tribune Bulldings, New York and Chicago. 
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Rowell’s American Newspaper Directory tells the circulation of American 
newspapers and tells it truly. | the present circulation as well as fora 
series of years past, thus enabling the advertiser to determine the probable future, 





We look upon 


Rowell’s American 
Newspaper Direct- 
ory as an authority 
on newspaper statis- 
tics—_F. G. Hamm, 
Advertising Manager 
Centaur Company, 
New York. 








The price of the American Newspaper Directory is $10 net cash, all transporta- 
tion charges prepaid. 


GEO. P. ROWELL & CO., Publishers, 
ro Spruce St., New York. 
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A JOURNAL FOR ADVERTISERS. 


ENTERED 4S SECOND-CL48S MATTER AT THE NEW York, N. Y., Post Orrice, JUNE 29, 1893, 


Vou. XLIV. 


INTRODUCING A MINERAL 
WATER. 


During the past two years small 
display ads for Man-A-Cea Man- 
ganese Mineral Water have ap- 

ared with more or less regular- 
ity in New York dailies, particu- 
larly the Herald, Sun, Times and 
Tribune. Of late they have been 
conspicuous on the first page of 
the Telegram. These ads differ 
from others of their class, for they 
have a personal tone and direct- 
ness that is convincing, while ex- 
cellent use is always made of 
small space—between two and four 
inches. Advertising men and those 
intimately concerned with the mak- 
ing of newspapers are inclined to 
read proprietary ads with consid- 
erable scepticism. The Man-A- 
Cea ads are of the sort that con- 
vince even sceptics, and the most 
sophisticated reader would doubt- 
less decide that, if Man-A-Cea 
‘water will not do what the ads 
claim, the man who wrote the ads 
believes that it will, at least, and 
is honest in his convictions and 
statements. A PRINTERS’ INK re- 
porter recently called upon Ben K. 
Curtis, 13 Stone street, New York, 
who is general agent and owner 
of the spring which produces Man- 
A-Cea. 

“Yes, I write all the advertis- 
ing for Man-A-Cea,” he said. “We 
have tried professional adwriters, 
and good ones, but none of them 
seem to treat the subject with the 
earnestness that it needs. I be- 


lieve in Man-A-Cea because I 
know what it will dd. I have 
never yet talked to a man or 


woman who was not willing to try 
it when I had finished. This is 
the quality that goes into my ads, 
I presume. The chief expense in 
marketing a mineral water is the 
advertising. Few people. realize 
how difficult it is to turn the most 
valuable water into a paying com- 
modity. There is keen competi- 
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tion, for one thing—for this very 
reason, in fact. With the shining 
examples of Buffalo Lithia, Lon- 
donderry, Hunyadi Janos and 
White Rock before them, the own- 
ers of springs take to bottling 
water in the belief that it will 
create its own demand. The water 
costs little or nothing, for the man 
owns the spring and it flows con- 
tinually. So the proposition is 
very alluring on the outside. Yet 
no water, whatever its virtues, can 
succeed until it is properly adver- 
tised, and this advertising stage of 
the business is responsible for 
many downfalls. On the other 
hand, with proper advertising a 
good mineral water is an excellent 
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MANGANESE WATER, 
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the first great law of advertising. 
Man-A-Cea comes from a. spring 
in Preston County, West Virginia. 
It is the most beneficial of man- 
ganese that has yet been discover- 
ed, and was awarded a diploma at 
the Chicago fair for being ‘very 
constant in composition and re- 
markable for its proportion of 
manganese.’ Manganese combines 
with the iron in food, making it 
digestible. | Man-A-Cea_ relieves 
practically all stomach troubles, 
and is tonic and curative—a, natur- 
al germicide and corrective. There 
are forty-two artificial solutions of 
manganese on the market at pres- 
ent, but none so good as Man-A- 
Cea. It is Nature’s combination, 
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and can no more be duplicated by 
chemists than can the rose. 
bought the spring four years ago 
after the water had cured my wife 
of catarrh of the stomach. The 
water had enjoyed a local reputa- 
tion, since the discovery of the 
spring in 1861, but had never been 
systematically advertised, and dur- 
ing the first two years I did little 
to exploit it. Then I resolved to 
begin operations in New York 
City and environs, advertising in a 
small way and awaiting for the 
water itself to do the chief work 
of introduction. There is method 
in this small beginning. It is a 
fallacy, I believe, to force articles 
upon the public through heavy ad- 
vertising at the outset. Rome was 
not built in a day, and the people 
are not ready for new articles as 
a mass, particularly medicinal ar- 
ticles. ere must be a harmful 
reaction from heavy. advertising 
with a commodity of this sort. 
Slow but sure seems to me the bet- 
ter policy. Our expenditure dur- 
ing the past two years has been 
well within $100 per week, includ- 
ing cost of newspaper space, lit- 
erature, special displays in drug 
stores and all expenses. We have 
used nothing but newspaper space 
in New York dailies, and though 
it is difficult to trace direct results 
we know for a certainty that this 
advertising has increased sales. 
The front page of the Evening 
Telegram has given us better re- 
sults than any other paper. We 
usually take preferred position be- 
cause we believe that advertising 
is of no benefit unless it is placed 
where people will read it. In writ- 
ing I try to talk to a person, never 
to a crowd. I talk to the person 
that needs Man-A-Cea. If a man 
has suffered from catarrh of -the 
stomach and has got to the point 
where it is necessary to wash the 
stomach once a week or even once 
a day, he will be immec‘ately at- 
tracted by an ad headed ‘Why 
Wash out the Stomach? Even 
though he thinks it a worthless 
nostrum he will read that ad. If 
he has never had catarrh of the 
stomach he cannot be interested in 
such an ad, unless in behalf of 
some member of his family. My 
talks are always specfic and to the 
point—aimed directly at one certain 


I ested 





class of people who can be inter. 
in an-A-Cea. We have 
never used pictures, but are now 
preparing to give the ads some 
thing more in the way of eye 
catching display. I calculate that 
it will take five years to introduce 
this water thoroughly in the vicin. 
ity of New York, but we intend 
to branch out presently into other 
territory. The valuable factor in 
a campaign of this sort is the man 
or woman who knows your com- 
modity, and who will say to 
friends, ‘Yes, it is good—lI have 
used it.’ Advertising in New 
York dailies is costly, but the 
massed population here gives good 
results when the advertising is 
wisely placed, while the article 
with a metropolitan reputation has 
weight when you go into the other 
territory. With all the talk about 
New York being a_ hazardous, 
costly field for advertisers, I think 
that it is the best place to begin, 
even in a small way. New York 
newspapers have immense _in- 
fluence not only locally, but as gen- 
eral mediums in every part of the 
country. We avoid sensational ar- 
guments, for the better classes of 
Americans trust only dignified ad- 
vertising. I sometimes think that 
statements and assertions cannot 
be made too sensational for the 
masses, but question the perma- 
nency of results from such pub- 
licity. The saner method is best 
in the long run, for our purpose 
at least. I am told by those who 
ought to know that we have 
achieved better results in propor- 
tion to our expenditure than nine- 
ty-nine out of the hundred adver- 
tisers in all fields.” 


++ —_ 

AN advertising man is on the 
high road to riches when he has 
learned how to make two inches 
single column stand out from the 
surrounding surface like a wart on 
the nose of an heiress. 

—++—___—_. 





AN ATTRACTIVE CARD, 
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Have you a friend in 
Kansas City? 


Ask him if he doesn’t read 


The Star 


in the evening and | 


The Times 


in the morning. 


Combined circulation 
200,000 a day. 





The Kansas City Sunday Star. 
Circulation 115,000. 





The Kansas City Weekly 
STAR goes into over 215,000 
farm houses every week. 
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THREE SELLING FORCES. 


Into the first edition of a new 
novel published some time ago by 
D. Appleton & Co., were put postal 
cards, with a request that the pur- 
chaser of each copy state what had 
influenced him most in purchasing 
the book. About one-half of these 
cards were returned to the pub- 
lishers, and the following table was 
the result; : 


Bookseller’s recommendation 26 
Read author’s previous work 16 





per cent. 
” 


Recommendation of friend 14 ee 
Advertising 12 oo 

w book reviewed 10 se 
Attracted by binding 9 ps 
Trivial replies 13 ” 





100 

This schedule is an admirable 
exposition of the three chief fac- 
tors that influence the sales of an 
advertised commodity sold gener- 
ally over wide territory, through 
tetailers. Quality is the first and 
most important, represented by the 
purchasers in the 100 who bought 
either because they liked the 
author, took a friend’s advice or 
were attracted by the outward ap- 
pearance of the volume. Those in 
the first two divisions had reason 
to believe that the book was good, 
while it is practically certain that 
those attracted by binding came to 
the same opinion after a brief ex- 
amination of the pages. This last 
division shows the importance of 
an attractive package. The next 
factor was advertising. Paid pub- 
licity sold 12 per cent, while book 
reviews, which are advertising of 
another sort, sold 1o per cent. Pub- 
lishers are continually asking 
themselves the question, “Does the 
review sell more books than the 
paid ad?” Books are usually ad- 
vertised more largely by reviews 
than in paid space—that is, the re- 
view is greater in sheer number of 
agate lines. It would also seem 
to be a more potent form of public- 
ity than paid advertising, as read- 
ers might reasonably be expected 
to place more faith in the opinion 
of a reviewer in a paper or maga- 
zine with which they were famil- 
jar, than in the paid assertions of 
the publisher himself. Yet in this 
case paid advertising sold two per 
eent more copies than reviews. The 
third factor in this schedule is the 
dealer, whose personal recommen- 





dation sold twenty-six copies in 
the hundred. This shows the inp 
portance of the retailer in general 
advertising. He comes in cloge 
touch with the ultimate buyers 
“the man on the spot,” as a prom 
inent proprietary advertiser puts j 
His influence is greater than t 

of advertising in this schedule, and 
second only to quality, which is the 
chief factor. The deductions from 
this inquiry carry a moral for the 


general : advertiser. First secure 
quality in your commodity. It ig 
the first consideration. People 


bought this novel becau.e they 
thought it was good, and they buy 
other things for the same reason, 
Goods without quality may be sold 
through the dealer’s recommenda- 
tioa or by advertising, but they are 
not well sold. Second, form close, 
original relations with the retailer, 
Advertising may bring pressure to 
bear upon him, but it can never en- 
tirely eliminate him. Third and 
last—advertise. Quality and the 
dealer’s friendship are forces that 
will sell goods without advertising, 
Quality will sell a limited percent- 
age without the other two factors, 
With quality and the dealer’s co- 
operation advertising has two val- 
uable auxiliaries. Without them 
it has two counter forces to work 
against, and can hardly succeed— 
success would be, in fact, contrary 
to known principles. An inquiry 
of this nature undertaken in con- 
nection with almost any other com- 
modity exploited through general 
advertising would probably furnish 
results very like those secured by 
the Appletons. 

“KEEPING .everlastingly at it” 
will bring failure to the advertiser 
who persists in doing poor adver- 
tising. 





—_-_ +> 

THE new Macy store will havea 
department of deposits, conducted 
much like a bank, for the convefii- 
ence of customers who do not wish 
to have purchases sent C. O. D. 
Purchases are charged against de- 
posits, and upon all bal_nces inter- 
est is paid at the rate of four per 
cent. Such accounts are carried 
only for the convenience of custo- 
mers making actual purchases, and 
the department is not meant for 
general banking purposes. 
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Sworn average for April 18,472 
Sworn average for May 18,640 


The April issue of the American 
Newspaper Directory shows 


The 
Nashville 


Banner 


to have a larger circulation than 
the other two Nashville dailies 
combined. If it were not true the 
other papers could easily have 
proved the contrary. 


VREELAND-BENJAMIN SPECIAL AGENCY, 


150 Nassau STREET, TRIBUNE BUILDING, 
NEW YORK. CHICAGO. 
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ABOUT CIRCULATION RAT- 
INGS IN THE AMERICAN 
NEWSPAPER DIREC- 
TORY. 


THEY ARE NEVER INFLUENCED BY ILL 
WILL—NOR GOOD WILL. 
sometimes —oe that & Lowe fr - 
newspaper circulations adopted by the 
is net the best. It is, however, the 
result of more than thirty _— of painstakin 
study and experiment, and the publishers o! 
the Directory feel compelled to adhere to it 
until what appears to be a better plan is sug- 
gested. jose who advocate a new or differ- 
ent plan sometimes do so without bearing in 
mind that it must be one that will fit all cases, 
because without conformity to a uniform plan 
for making a circulation report no basis for 
comparison of circulati would be possibl 

Those who consult the Directory and rely 
upon its circulation ratings are aware that the 
figures set down do not purport to be the 
actual issue of the papers for the day the book 
is consulted, but represent the average output 
of the paper in question for a whole year pre- 
ceding a specified date which also precedes by 
some weeks or months the date of the issue of 
the Directory. ; : 

To report his circulation in such 
a way as actually to convey to the 
Directory editor the information he 
deems essential, it is necessary that 
a publisher shall set down in de- 
tail how many copies were print- 
ed of each issue during the period 
of a full year; then ascertain the 
grand. total by adding the figures 
representing the separate issues; 
then divide the grand total by a 
figure representing the number of 
separate issues, thus ascertaining 
the average ‘number ‘of copies 
printed for each issue. 

It is only in recent years that 
publishers generally have learned 
to appreciate the advisability of 
keeping accurate and trustworthy 
records of the number of copies 
printed. Those who have not yet 
learned the importance of such a 
practice or become sufficiently sys- 
tematic in the conduct of their af- 
fairs, to succeed in having such a 
record kept, are likely to dispose 
of all inquiries about circulation 
with a statement in round figures 
qualified commonly by the word 
“about,” and when such a report 
is not accepted and adopted the 
newspaper man is inclined to 
ascribe the failure to some pique 
or unfriendly feeling toward him 
on the part of the publishers of the 
Directory. 

AN EXAMPLE GIVEN FOR ILLUSTRA- 
TION. 
Below is reprinted the substance 


It is 
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of various communications receiy- 
ed from an eminently respectable 
newspaper from which no satistac- 
tory circulation statement was ever 
yet obtained. The correspondence 
extends over a period of ten years, 
and the requisite circulation state- 
ment is, it will be observed, still 
as elusive as it was at the begin- 
ning of the decade. 

TELLS PRESENT ISSUE, BUT MAKES NO YEARLY 

STATEMENT. 

Nov. 14, 1893: 

The paper has over 5,000 circulation. Our 
circulation is constantly increasing. While 
only a few over 4,000 ten or more months ago, 
constant additions have brought us up, and we 
are still growing. E. S. Urrom, Publisher 
SUGGESTS OFFERING A BRIBE, BUT MAKES NO 

YEARLY STATEMENT. 

Feb. 14, 1895: 

Have not had a circulation under 4,000 in 
years past. I would like to get in with the 

ooo list. I presume I can get over it by put- 
ing in a ten-dollar ad, which will probably be 
done.* 

ASSERTS THAT HE HAS SENT A THRBE-MONTHS’ 
STATEMENT, WHICH, IF TRUE, IS NOT WHAT 
1S NEEDED. 

Dec. 28, 1895: 

Last year I asked to be rated “G.” ThenI 
sent you a three months’ statement, asking 
still to be rated “‘G.” E. S, Upton, 

Publisher. 

MAKES NO REPORT FOR FIVE YEARS, THEN 
REGISTERS A KICK, BUT SENDS NO REPORT. 

June 21,1901: 

If you can’t publish the correct circulation 
of the paper, then leave it out entirely. 

J. H. Natt, Manager. 

ASKS FOR A CORRECTION, BUT SENDS NO 

REPORT. 

Dec. 18, 1901: 

You have us wrongly quoted, kindly correct. 

J. H. Nat, Manager. 

REFERS TO HIS RATING IN ANOTHER DIRECT- 

ORY, BUT SENDS NO REPORT. 

Jan. 6, 1902: 

The paper has had more than a thousand 
circulation for more than thirtyyears. Our cir- 
culation, as you will find it quoted in other 
directories, is 4,152. Hoping that you will 
make thiscorrection. J. H. NALL, Manager. 
ASKS FOR A CIRCULATION BLANK, BUT NEVER 

FILLS IT UP. 

Dec. 29,1902: 

Kindly send us a blank. We wish to make 
you a eomplete statement of our circulation. 

J. H. Naru. 
THINKS THE DIRECTORY UNFRIENDLY. 

Jun: 19, 1903: 

You announce the Southern Presbyterian 
as having a circulation less than 1,000. I am 
told you have been making a similar announce- 
ment for several years. I am further told that 
you have been unfriendly towards the paper. 

Guoans Summey, 
Managing Editor. 


The Directory editor asserts that 





*The promised advertisement came, but it 
failed to get the paper into the coveted list, be- 
cause no circulation statement was available to 


wah od per entitled to the place its pub- 
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he cannot be either unfriendly or 
even friendly to anybody. He has 
to proceed upon a uniform plan 
that will fit all cases because with- 
out it no basis for a comparison 
of circulation would be possible. 
Whoever will furnish a_ signed 
statement of his actual output for 
a year showing the number printed 
of each issue and the average is- 
sue, aids the Directory work and 
gains the Directory editor’s thanks. 
Such a statement, duly signed and 
dated, is always accepted as true 
until pretty strong evidence of its 
falsity is brought forward. In an 
unwillingness to furnish such a 
statement, exhibited year after 
year, the Directory editor’s experi- 
ence teaches him to suspect that 
the withholding of exact informa- 
tion exhibits a desire to conceal the 
true state of the case and thereby 
gain a more favorable rating than 
actual facts would warrant. This 
may lead the Directory editor to 
now and then injure his book by 
giving a rating lower than the pa- 
per might have if its business man- 
ager were more open and business 
like; but the Directory editor never 
does this unless he is misled, for it 
is his aim to make his book an au- 
thority that may be relied upon by 
those who spend their money for 
the purchase of advertising space 
in newspaper columns. 
cami ie ; 

ADVERTISING is the electric spark 
that starts the business machine 
going and keeps it going. 


QS 

One should be careful not to 

over-prune his advertisement after 

writing it. It is possible in this 
way to cut out of it all its life. 
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WALL street comes in for much 
animadversion from certain news- 
papers, yet Wall street sets an 
example in one virtue which pub- 
lishers and advertisers would do 
well to emulate. This is, they 
give their word and they keep 
it. Strange as it may seem, busi- 
ness men there say just what they 
mean and no more. Gigantic op- 
erations are conducted upon indi- 
vidual pledges, with no security 
other than the promised word. 
Confidence is the basis of action 
there. 


Che Chicago 
Record-Rerald 


gained in April, 1903, 
over April, 1902, 


Daily, s @ 5,653 
Sunday, 48,734 























Daily Average, April, 1903 


160,160 


Sunday Average, April, 1903 
195,613 


The only known Morning 
and Sunday Circula- 
tion in Chicago ! 





























$1,000 


th 


8S. B. SMITH, 
30 Tribune Bldg., New York. 





oOo $1000 


Rowell’s Directory is seldom wrong, and when so no one believes it is 
Rowell’s fault. The Journal knows two ratings therein are wrong and will 
ve $1,000 to Rowell or to any other advertiser using The Journal, and one or 

of the two other Milwaukee evening papers, if he or they can verify 
with the records the circulation ratings accorded those two papers in the last 
issue of the American Newspaper Directory. The Journal will accept as its 
representative the representative of the Association of American Advertis- 
ers, and agree to open its records without conditions. 


THE JOURNAL COMPANY 





Cc. D. BERTOLET, 
705-707 Boyce Bldg., Chicago, Ill. 
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THE NEWSPAPER _ SITUA- 
TION IN COLUMBUS. 





To properly understand the 
newspaper situation in Columbus, 
Ohio, one must understand local 
conditions. The city claims a pop- 
ulation close to 140,000 and there 
are 1,300,000 people within a radius 
of 50 miles. There are a dozen 
lines of railways, with a system 
of interurban electric lines piercing 
the neighboring sections for twen- 
ty-five miles or more. These fa- 
cilities give quick transit for peo- 
ple, and afford means for the circu- 
lation of newspapers. The Co- 
lumbus papers, however, do not ab- 
solutely “own” the territory within 
the fifty-mile radius; they have 
considerable outside competition. 
Cincinnati and Cleveland papers 
get to the Columbus district pretty 
early in the morning, the former 
apers especially being strong. 

hey do not, however, in any sense 
compare in circulation with the 
Columbus papers, for the latter are 
up-to-date and enterprising. 

In Columbus there is a larger 
percentage of American-born citi- 
zens than in many Eastern cities. 
The foreign element is principally 
German, and supports two daily 
papers in that language. The Eng- 
lish papers number four. Colum- 
bus has grown to its present size 
without anything like a boom peri- 
od, and values have been sub- 
stantial for many years. There 
are many rich families, and a large 
percentage of well-to-do people. 
The majority of the heads of fam- 
ilies own their own homes, and 
there is much pride concerning 
this tendency of the community. 
The houses are above the average, 
and there are many modern villas 
that would do credit to Pittsburg, 
Cleveland or the Walnut Hill dis- 
trict around Cincinnati. 

Politically, the city of Columbus 
is more or less mixed, being at one 
period Democratic, another Re- 
publican. But Ohio being the 
great centre of American politics, 
Columbus, being the State Capi- 
tal, is for nearly every month in 
the year a het-bed of political tur- 
moil. The English newspapers are 
Republican, with one exception, the 
Evening Press. The Dispateh 
(Evening),. Citizen (Evening) 





and Ohio State Journal (Morning) 
are Republican in politics. 

As regards the statements of cir- 
culation as announced by these 
Columbus dailies, their rank is as 
follows: Press (sworn average for 
1902), 24,989; Dispatch (claim- 
ed), 22,000; Citizen (claimed), 
18,000; Ohio State Journal (claim- 
ed), 18,000. 

To give the rank according to 
patronage and prestige, the stand- 
ing to-day should be: Dispatch, 
Press, Journal, Citizen. 

In the matter of rates, the Press 
and the Dispatch charge practical- 
ly the same. In fact, there is only 
a small difference in the rates of 
the papers of Columbus, a cent a 
line being the widest range in the 
minimum price on annual daily 
contracts. 

Just what points of advantage 
each paper possesses may be sum- 
marized about as follows: 

The Dispatch has the “call” on 
all, because it has the prestige. It 
has long been popular, and has a 
consistent career. It has _ been 
a rather steady puller, and was, 
until the Evening Press assumed 
its present proportions, the accept- 
ed “best paper” in Columbus. As 
a matter of fact, it is all that it 
claims, and no one disputes its 
proud position, nor desires to. But 
the Press (which is the evolution 
of the old Press-Post) of to-day 
challenges the staid old Dispatch 
on severa! grounds. Granting the 
Dispatch’s claims to quality and 
grade as a daily newspaper, it is, 
nevertheless, true that the Press 
has passed it in circulation. Op- 
posed in politics, the Press has 
considerable advantage, ‘having an 
exclusive Democratic clientele from 
which to draw in Columbus and 
Central Ohio. Being of the same 
political faith, there must be more 
or less duplication in the circula- 
tion of the three Republican pa- 
pers, whereas the Press should be 
read practically by another set of 
readers altogether. 

Between the Citizen and Jour- 
nal, one an evening paper, the 
other a morning publication, it is 
probably wise to give the Jour- 
nal the choice, owing to the fact 
that it is the only morning paper 
as against three evening papers. 
The Citizen, however, is not in any 


(Continued on page sad 
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There is no better 
value to reader 

or advertiser than 
The Mail & Express 
at One Cent and 

at its low rates for 
advertising. 


Largest circulation 


in its class and its 
class of readers 
the best. 


The Mail & Express 
New YorK. 
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sense to be undervalued, for it is 
a ular and wholesome paper 
and there are many advertisers 
who use it as the second paper 
where but two are to be used. 

With the facts before me, it 
seems reasonable, that the strong- 
est combination in the Columbus 
field would be the Press and the 
Dispatch, and it wouldn’t make 
much difference whicn is placed 
first. The Press proves a greater 
circulation by several thousand, 
but there is still the long reliability 
of the Dispatch. For every ad- 
vertiser claiming better results 
from the Dispatch, another can, be 
named who is doing the same thing 
in tne Press. 

Having thus given the truth of 
the Columbus situation, as I un- 
derstand it, it is perhaps pertinent 
just here to indicate what is said 
of the Columbus field by the Am- 
erican Newspaper Directory. Be- 
ginning with the Citizen, it is cre- 
dited with the actual circulation 
for 1902 of 17,942. Tihis paper was 
established in 1899. The Evening 
Dispatch, established in 1871, is 
given a rating in 1902 yD, (ex- 
ceeding 17,500). The Evening 
Dispatch makes no detailed circu- 
lation statement. The Ohio State 
Journal is credited with 12,988 in 
1896, 13,282 in 1899, 14,189 in 
1901 and 17,183 in 1902. The Sun- 
day average for 1902 was 109,825. 
The Press was credited with 18,- 
154 in 1896, 19,419 in 1897, 21,116 
in 1901 and 24,989 in 1902. Thus 
it will be seen that the figures I 
have given above are very little at 
variance with those accorded by 
the American Newspaper Direc- 
tory. 

The Evening Press has been a 
constant champion of the people 
and has won many notable battles 
in their behalf. It is interesting 
frere to recall a recent conversa- 
tion held with Mr. Ellis O. Jones, 
editor and proprietor of the Press. 
In substance he said: 

“Yes, we are at all times the 
champion of the people. You may 
recall that when the renewal of the 
Columbus Street Railway franchise 
was before our Council, the Press, 
single-nanded and alone, made a 
fight that forced the Council to re- 
cede from the position it had taken, 
that of six tickets for a quarter and 





transfers on nickels, to seven tick- 
ets for a quarter and transfers on 
tickets. We brought Professor 
Bemis here, at our own expense, 
and held town meetings until we 
brought the city into a white heat. 
Of course, the owners of the street 
railways took exceptions to this, 
which is perfectly reasonable, for 
their pocketbooks were affected, 
But it was fortunate for the masses 
that there was a newspaper in Co- 
lumbus published in the interests 
of the people. As a result, to-day 
thousands are riding at a three and 
a half cent fare, on which they re- 
ceive transfers. In addition to be- 
ing the only Democratic daily in 
Columbus and central Ohio, and 
the only important paper of the 
kind in the State outside of Cin- 
cinnati and Cleveland, the Colum- 
bus Press is deserving of consider- 
ation from all advertisers on ac- 
count of the perfectly equipped 
plant it operates and the paid news 
service it daily presents. The 
Press stands flat-footed on its mer- 
its and asks no favors.* The pres- 
ent management is satisfied withthe 
results it has attained, and expects 
to continue along the lines that 
have prevailed during the past two 
years. They are carrying practi- 
cally as much local business as any 
other Columbus paper, and at a 
higher rate.” 


dS 
WHEN a man knows just what to ad- 
vertise, half the battle is won. 





“WELL WORTH LOOKING INTO.” 













PRINTERS’ INK. 


EDUCATIONAL PERIODICALS. 











‘The American Newspaper Directory catalogues no less than 362 newspa- 
pers and periodicals issued in the interests of education or of educational in- 
stitutions. Of these 12 are published daily, 51 weekly, 14 bi-weekly, 16 semi- 
monthly, 237 monthly, 1 semi-quarterly, 9 bi-monthly and 22 quarterly. The 
circulations of these papers are generally small, yet one out of the list has 
credit for printing more than 100,000 copies and another with more than 
40,000. Out of the entire list 117 are believed to issue more than 1,000 
copies, and 34, or a little less than one in ten, are willing to tell how many 
copies they print with sufficient definiteness to entitle them to a circulation 
rating in Arabic figures. The Postoffice regulations specially favor publica- 
tions that emanate from educational institutions, and as a consequence a large 
number of them are little more than advertising circulars, without regular 
subscribers. 

At the extreme right of the name of each paper is set down the circula- 
tion rating accorded by the Directory. Where the rating is expressed in 
Arabic figures it is based upon a statement signed by the publisher or some 
one duly authorized to represent him. Where expressed by letter it indicates 
that no satisfactory statement of the actual issues was obtained by the Direct- 
ory editor upon which a rating in plain figures could be based. The circula- 
tion figures and ratings do not represent the actual issue of the paper to-day, 
or this month, but the average for a full year that had wholly passed before 
the Directory went to press. The meanings of the letter ratings are ex- 
plained by the key given at the end of the catalogue. 


EDUCATION. 
pe) ere Birmingham, Educational Exchange................. Monthly “iKL’ 
es FIIs isec cc cesecctpcccecscccescstcoens Monthly iKL-" 
Se, Fs cc cen cc cndacctdtveveccctcedectvessec Weekly I 
ARKANSAS............ Little Rock, Arkansas School Journal................ Monthly I 
Texarkana, Educator... ...........-seecccccee-seeseeeee Monthly 2,06 
CALIFORNIA..........San Francisco, Western Journal of Education...... Monthly I 
COLORADO. ........+- Denver, Colorado School Journal ................+++++ Monthly 1,170 
CONNECTICUT ........Meriden, Connecticut School Journal................ Weekly “iu.” 
DIST. OF COLUMBIA. Washington, Spare Time Study...............00..0000+ Monthly. 
FIRED A. i065 sccvccses Brooksville, Southern Argus..............-.cseceeeees Monthly «<‘uKL.” 
Jacksonville, Florida School Exponent .............. Monthly “im.” 
Tallahassee, Southern School and Home ........... Monthly. 
GEORGIA............++ Atlanta, Georgia Education. .................sesseeeees Monthly “i.” 
Atlanta, Southern Educational Journal.............. Monthly T 
Bic ccassivcscceces Lewiston, Normal Review... ............ ssccsececeees Monthly “i.” 
FR cccesceccccces Bloomington, School and Home Education.......... Monthly F 
Chicago, School Weekly............0..scescscscseceees I 
Chicago, Child-Garden .... .........csccccccseeceseeess Monthly @ 
Chicago, Educational Forum. ..............sseseess00s Monthly “iL.” 
Chicago, Elementary School Teacher................ Monthly @ 
Chicago, Kindergarten Magazine .................++- Monthly sf 
Chicago, Review of Education ...............ss.ss00« Monthly @ 
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ILLINOIS..,..-..... .-.Chicago, Rostrum....... . Sidveneiave bine ---Monthly  “qy.» 
Chicago, School Review .... .......... ..Monthly @ 
Chicago, School Science...... polambbbseenibereses ---Monthly = “gg, 
Chicago, Teacher and School Board Journal........Monthly «zy.» 
Danville, Inter-State School Review .. . ............ Monthly B 
Evanston, Correct English. . 
Oakpark, Intelligence... . 
Oakpark, Journal of Adolescence. 
Palmer, Teachers’ and Students’ Friend ++. Weekly 8,508 
Taylorville, School News and Practical Educator...Monthly _ 15,79 
INDIANA .... .......-Brazil, Business University Journal.................. Quarterly ‘zy. 
Greenfield, Home and School Visitor............ . Monthly, 
Indianapolis, Inland Educator and Indiana School 
Es iaicueseodapeteddedveeded lt ban Monthly E 
Marton, Teachers’ Journal.. I 
INDIAN TERRITORY. Minco, College Student..................cecccceeeeeeeee “URL.” 
ee Anamosa, Jones Co, Teacher. . “UKL.” 
Cedar Rapids, Western Penman. . 19,688 
Charlies City, Iowa Teacher................06.668 65s ‘ G 
Des Moines, Midland Schools....................+- ....Monthly 4,200 
Dubuque, Dubuque County Schools........ Sinks: eine -Monthly “ix.” 
Dubuque, Iowa Normal Monthly.......... .... jotnes "URL." 
McIntire, School Companion .............. 2... ....-5- Monthly I 
Mason City, Rural Schools and Practical Education.Monthly I 
. New Hampton, Chickasaw Co. Teacher.............. Monthly “1.” 
KANSAS... .... .. ..Hutchinson, School and Fireside......... ..... ..-Monthly ‘L.” 
Topeka, Western School Journal........ .... .... .Monthly 8,116 
KENTUCKY... .. ...Danville, Kentucky Standard............. .. Weekly “UKE.” 
Hodgensville, Professional Arrow -»-Monthly “1.” 
Hopkinsville, Colored Teacher................... ..-Monthly “iL.” 
Lexington, Southern School Journal .. ............ Monthly G 
TENE cece = cctcecece Farmington, School World............ . .. . . ......Monthly I 
MARYLAND........... Baltimore, Modern Language Notes......... ........ Monthly “i.” 
Baltimore, School and Fireside.................. --Monthly “zk.” 
Baltimore, American Journal of Philology..........Quarterly “1x..’ 
Easton, School Life............ Seeedeocedseseccserre .-Monthly. 
MASSACHUSETTS. ...Boston, Journal of Education...,. .. Weekly I 
Boston, American Primary Teacher. . .- Monthly F 
i candnseds dindeveuvqneesseases coonnd Monthly H 
Boston, Modern Methods in Elementary Education.Monthly ‘ix..” 
ls SY Ins Sec me ccscccccessteccoucseet Monthly E 
Boston, Primary Education..... ..............-seeees Monthly B 
Boston, School Physiology Journal .................. Monthly 5,000 
SERS dondces-socescesscevesiocvceeséene Monthly G 
EE cicdsestevssees Kceb- cce-seesee sebeses Bi-m'ly “KL.” 
I nccinsce 6 dhreces coorcecessccceses -Quarterly H 
Springfield, Kindergarten Review .... ............... Monthly H 
MICHIGAN..... ... -. Ann Arbor, Wolverine........ .. Seececveccoss eseoce -Weekly “sx.” 
Ann Arbor, School Record..,........... I 
Bay City, Observer.... ...... ....se0. eee oe “URL.” 
Detroit, Book-Keeper ..... withinesedecuvassecbiennsevoes (+ +) 
Detrols, Wome GtUYa....000000: cccccccccecccess.coccegee I 
I BINII ibs: cacesecsscssese ccocesse ceed “tKL 
Detroit, Phono-Meter........... dtinnseacesevesovececetl “CEL 
Detroit. Business World ... ............0:06.4 sees eee ° 
Kalamazoo, Philanthropic Index and Review...... Monthly I 
Lansing, Moderator-Topics...... ....6. 22. sceceeeeee Weekly G 
Ypsilanti, Journal of Pedagogy . KL." 
MINNESOTA...........Minneapolis, Minnesota School Journal . 
Minneapolis, Practical Educator.. ° 
Minneapolis, School Education.. ................00: 6+ 
New Ulm, Luterische Schul-Zeitung ................ 
Red Wing, Our Schools..............ssssses00e0: re 
St. Paul,.Farm Student’s Review........ o. 
Winona, Journal of Geography ............. «++ . 
Winona, Winona Co. Teacher. ...............0ecceeseee Monthly “1.” 
MISSISSIPPI ......Brookhaven, Educator....... pbbes WeEb nssTSsesdeees oe Monthly “iL.” 
Jackson, Mississippi School Journal.................. Monthly ~i..” 


MISSOURI... ..... ....-Chillicothe, Science of Government............ ..... Monthly “zm1.’ 














E 
I 








MISSOURI, ....+.....- 


NEBRASKA........... 


NEW JERSEY. ...... 


NEW YORE......... 


. Albany, American Education. . 
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-Independence, School News .......... ssececescseees Monthly 
Jefferson City, Missouri School Journal. ..... ...... Monthly 
Madison, School Bulletin ...............cececee ceveeee Monthiy 
St. Louis, American School and College Journal....Monthly 
St. Louis, Bohool JOUrMAl.....cccc.cecccccs oss coccccce Monthly. 
Collegeview, Practical Educator.. Monthly 


David City, Publis Behe... :cccccccsccce. coccssccccce Monthly 
Fremont, County Superintendent.. ...Monthly 
Monthly 





Lincoln, Nebraska Teacher........... 
Minden, Educational Advance ...... . Monthly. 
Santee Agency, Word Carrier............... Monthly 


.New Egypt, New Jersey School Emblem.... .......Monthly 


Ringoes, Journal of Orthoepy............secccececeeeee 





Buffalo, Educator ...... ........+.- 
Crown Point, Humane Christian Culture iphsubecgoee Montfily 
Dansville, Normal Instructor Moathly 
SB ios 6s acsivectcesceooesic Monthly 
Milford, Teachers’ Gazette .........ccsecee.-+-seceeees Monthly 
New York—Manhattan and Bronz, 

Behe ccrccescccves (i dudbunddidenceavinedieeseeese Weekly 

I aiac sna ienccvecnsenssetesesocenses Weekly 





Educational Foundations...... 
nase iin 0080s 6+0- ceccdoece 
ive. cee sdnceses cosdcctecconcesd 
New Education.. .........sessecee ese 
Penman's Art Journa 
Practical Teacher .... 














EE cin cssscocecvesecce F 
DO Bins «0005+ o-soccccccseseccesos .« -Monthly 
New York—Brooklyn, 
ID ois 5 cnn anisacnetbenesasaeiaete Monthly 
Port Leyden, Normal Teacher ...... sence oxunueeuel Monthly 
Rochester, Educational Gazette...... . ............. Monthly 
Rome, Deaf Mutes’ Register.... 2 ........ 2. --seeees Weekly 
Syracuse, School Bulletin.............. Sg glade Monthly 
Syracuse, Journal of Pedagogy...............e05 sees Quarterly 
NORTH CAROLINA... West Raleigh, Agricultural Education............ .Quarterly 
NORTH DAKOTA .....Lisbon, Westland Educator.............. pobecee ous .Monthly 
Geivecccsue wessecsons Te ae Weekly 
Bellefontaine, Educational Sun... a ...Monthly 
Cincinnati, School Life. . : .. Weekly 
Cincinnati, National Humane Educator. Monthly 
Cincinnati, Public School Journal..... ...... ... Monthly 
Columbus, Ohio Educational Monthly... tabeundes 
Columbus, School Visitor............. .... - ... Monthly 
Green Camp, Educational Sun ... Monthly 
Norwalk, Teachers’ Program.. .. Monthly 
Oak Hill, Modern Progress..... Monthly. 
Toledo, Complete Education.... .... ..... Monthly 
OKLAHOMA.... ....... Oklahoma, Oklahoma School Herald............... -Monthly 
OREGON ..... .. .....-Milton, Columbia Courier...............--+-see+0+ - Monthly 
Salem, Oregon Teachers’ Monthly... .. ....... - -- 
PENNSYLVANIA...... Allentown, National Educator....... ............ . .Monthly 
Annville, Pennsylvania Chautauquan... ..Bi-m’ly 
Edinboro, Sunshine Magazine and Educational In- 
GOMES, «ccc cccccvcscccscccsecssse Weekly 
Harrisburg, School Gazette. ..........cecescceesseceees Monthly 
Kittanning, Rural Teacher..................006 -se 0s Monthly 
Lancaster, Pennsylvania School Journal............ Monthly 
Williamsport, Home Guide................... 
Williamsport, Teachers’ Advocate..... * ea 
RHODE ISLAND....... Providence, Leader . $6 Gededs 26 cdsecvesiococed Semi-m'ly. 


SOUTH CAROLINA.. 


SOUTH DAKOTA..... 


-Charileston, Drawing and Manual Training Journal.Monthly 
Winnsboro, Carolina Teacher’s Journal Monthly 
-Britton, Marshall Co. School News...... .. “ ""-Monthly 
Madison, Normal Teacher.... . ......- 
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EDUCATION—Continued 
SOUTH DAKOTA......Millbank, School Messenger.......... ee 
Mitchell, South Dakota Educator... 
Sioux Falls, Minnehaha Teacher. 
























TENNESSEE........... Was TEn, Ci IAs o5.00.06cessesccccos-coce 
Nashville, Progressive Teacher and Southwestern 
BI sa 15. cs sstcsccees bcccnces Monthly 8,400 
I, Tins near cee ii kc tes ccncscsscces cee -Quarterly “iy 
TER, ccc ccccsccces e060 Austin, Texas School Journal. ..................... Monthly I 
Dallas, Texas School Magazine.. . ................. .-Monthly 2,268 
Sealy, Southern Teacher Monthly 
Wad, GRAMMAR. 000 ccvcesesccccvcces UKL 
eect cactecceses Hampton, Southern Workman H 
i  cecdietdsdsnbinvecsteseocsss Jnecsiccesed KL.’ 
Richmond, Atlantic Educational Journal 716 
Richmond, Virginia School Journal........... ... 3 I 
Staunton, Goodson Gazette.. oe ence ‘1KL." 
WASHINGTON....... .Colville, Stevens Co. School Bulletin... bitssdintebetnond “UKE.” 
Seattle, Northwest Journal of Education. 3,020 
Whatcom, School Bulletin........... “UKL." 
WEST VIRGINIA......Charleston, West Virginia School Journal. H 
WISCONSIN............ Madison, Wisconsin Journal of Education I 
Milwaukee, American Journal of Education.... .. Monthly E 
Milwaukee, American School Board Journal........ Monthly H 
Milwaukee, Catholic School Journal G 
Milwaukee, Mind and Body...... 4 I 
Milwaukee, Western Teacher............ ..... jo ete F 
Sparta, Monroe Teacher..... .. . ........eeeees cee “EKL. 
NEW B’WICK, CAN...St. John, Educational Review ..................... +. 
ONTARIO, CAN........ Toronto, Canadian Teacher............ . ... .. « Semi-m'ly “1x..’ 
Toronto, Entrance........- ......sssees: sé.¢8 . Semi-m’ly I 
Toronto, Canada Educational BNL. Sicancosneee “KL.” 
QUEBEC, CAN...... -Quebec, Educational Record... ......... .....sseees Monthly "UK 
Quebeo, L’Enseignement Primaire....... — ..... . Monthly a 
EDUCATIONAL INSTITUTIONS. 
CALIFORNIA.......... Berkeley, Californian .............. «+ eo cece. cco OE “KL 
Berkeley, Occident........ nib sewesic exqunte<s«6: “EKL.” 
Berkeley, Magazine «sees -Monthly = “uKL 
Berkeley, University Chronicle.... ... ............ -Quarterly “11.” 
Stanford University, Palo Alto es ‘UKL 
Stanford University, Sequoia............... dines Weekly “EKL 
Stanford University, Alumnus . phtyeiasbeavess Monthly “1KL.’ 
CONNECTICUT...... Hartford, Hartford Seminary Record. a - Quarterly “1x1.” 
New Haven, Yale Daily News. . ....... ..... sos “{KL." 
New Haven, Yale Alumni Weekly..... case 5,749 
New Haven, Yale Courant..... ........ sees eeeeeeeBi-weekly ‘kL.’ 
New Haven, Yale Record. ... . ...... .. eoee. .. Bi-weekly “guu.’ 
New Haven, Yale Law Journal..... ... ....  ...... Monthly ‘i..” 
New Haven, Yale Literary Magazine. . Monthly ‘1k.’ 
New Haven, Yale Medical Journal .... Monthly “1K.” 
New Haven, Yale Scientific Monthly................ “1KL.’ 
New Haven, Yale Review..... .........6. ceceveeesees Quarterly “ix..’ 
DIST. OF COLUMBIA... Washington, University... ............0.0-cccceceseses Weekly ““4KL." 
Washington, Catholic University Bulletin........... Quarterly I 
ILLINOIS .........00006 Bloomington, Wesleyan Argus ‘UKL ' 
Chicago, University Record.... .... : oe “{KL-” 
Chicago, Western College Magazine............ eesbee Monthly “1KL.’ 
Evanston, Northwestern.. Weekly “UKL.’ 
INDIANA...s..,.0....--Brazil, Business University “‘Journal.. piaipodadl Quarterly “1k..” 
Crawfordville, Union............000 ssees “{KL.” 
TOOROTER, GHOSE... c0ccc0cceess,00080c0009 eee “KL.” 
Notre Dame, Scholastic..... 6000. + -coeseees seccccece 1,450 
BOI bocce qrocesteceseee Des Moines, Delphic...... “(KL "’ 
Grinnel, Unit.... ... - “1KL.’ 
Indianola, Simpsonian. “tKL." 
Pella, Central Ray. .... “TRL.” 
KANSAS........ .......Baldwin, Baker Orange... "KL." 
Holton, University Informer .......... "aL." 
Manhattan, Jayhawker.... ik 
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EDUCATIONAL INSTITUTIONS—Continued. 
, LOUISIANA...........+ Homer, Homer Seminary Review....... . .. ....... Monthly “1.” 
H New Orleans, Tulane University Magazine. .......Monthly “zmL.’ 
. SID oc ovsecasevescod Brunswick, Bowdoin Orient “KL.” 
Orono, Campus..... . Desescsissecece oo sete danvecses “KL.” 
MARYLAND............8altimore, Johns Hopkins University Studies in 
0 Historical and Political Science...... Monthly “21.” 
Lutherville, Maryland Collegian....................65 Monthly “1..” 
I MASSACHUSETTS.....Amherst, Student. ...................05- “KL.” 
3 i < chcvcdc ns ccsscqccsccecosceted “ann.” 
Amherst, Literary Monthly....... ...........scseeeees "kL." 
Boston, Harvard Monthly... ............ “UKL.” 
f Boston, Harvard Graduate’s Magazine... .--Quarterly I 
Cambridge, Harvard Crimson ............ .. Daily "EL." 
5 Cambridge, Harvard Advocate............ ...Biw'ly “Ue.” 
Cambridge, Harvard Lampoon.............. ...Bi-w'ly “im...” 
Cambridge, Harvard Law Review.......... .-.-Monthly I 
Chicopee, Rambler............ cesuceoeibens .-Monthly “1x1.” 
Wellesley, College News .............00.+.. Weekly “RL.” 
. Wellesley, Wellesley Magazine..................+.+0+ Monthly “zx.” 
Williamstown, Williams Weekly....... ...........+. “{KL." 
Williamstown, Williams Literary Monthly.......... “{KL." 
Worcester, Journal of the Worcester Polytechnic 
Bins pence céccccccnseces ccccccsecs “UxL.” 
MICHIGAN.. .......... Ann Arbor, Michigan Daily News. ... "KL." 
Ann Arbor, Wolverine. ..........cccccescseeesceceesees Weekly “KL.” 
ati cen dcnpsntnciedetecdicecensses Bi-weekly “1x1.” 
Ann Arbor, Michigan Alumnus 3,700 
Re BODE, HORS GOs. ccccccccscccsscccvesscces Bi-m'ly “KL” 
MINNESOTA .. ..... Collegeville, St. Johns University Record.. ......... Monthly “iK1L.” 
a cnccmcachunonsdépeidusbabédanennedl Semi-m’ly “ix.” 
inne see cnenavestescscceceiess 40d Semi m’ly “x..” 
Northfield, Manitou Messenger..................0s0008 Monthly “z2K..’ 
MISSISSIPPI... ......Clinton, Mississippi College Magazine,............... Monthly “i.” 
NEBRASKA..........+. BASS, TGS PSTNRec cc cc cccccsccess coccccscscccoccoses Dally “(EL 
NWEVADA .....00.+:. TD GRU: cicctcecusenpceses cusccocescoed Semi-m'ly “zx.” 
NEW HAMPSHIRE....Hanover, Dartmouth. ..............ce00 scccsccceccees Weekly I 
Hanover, Dartmouth Literary Monthly... .......... “URL.” 
NEW JERSEY......... Blairstown, Blair’s Hall Breeze........... ...0.+.005 “1kL-” 
Hoboken, Stevens tnstitute Indicator... 1,218 
Princeton, Princetonian... ............. *LEL- 
Princeton, Alumni Weekly.............sccseceeeeeeeee 1,811 
init ac ocicntsetnpeenseidcctecteaevesvel Bi-weekly “zx.” 
Princeton, Nassau Literary Magazino.. ............. Monthly iKL.” 
SI, Se Pe oc csedececescuccsccccescsvcceces Monthly “2KL.’ 
NEW YORE............ UI, TH cicdccccccccestocne cccecsvee ovses Monthly “iL” 
Clinton, Hamilton Literary Magazine................ Monthly ‘zk..’ 
Clinton, Houghton Record............. ese “{KL-" 
Corning, Stator........... 
Geneva, Hobart Herald ‘tKL.’ 
Hamilton, Madisonensis.............. “EKL.’ 
Ithaca, Cornell Sun... KL.’ 
Ithaca, Cornell Era.... eekly “JKL.’ 
Ithaca, Widow....... Wh ceebocbosecties Bi-weekly “1x1.’ 
Ithaca, Cornell Magazine... ..... ...sccesccecccseees Monthly “JKL.’ 
Ithaca, Sibley Journal of Engineering............... Monthly “1..’ 
New York—Manhattan and Bronz, 
Columbia Spectator. ........... cscceececceceees . Dally 1,044 
High School Bulletin.... ...... .... Sek oud axedeeee “4KL.’ 
Triangle ee “IKL." 
Columbia Literary Monthly..................se006 “UKL.” 
Columbia University Quarterly................... 3,600 
School of Mines Quartefly........... cccse0 eserves “1KL." 
New York—Brooklyn, 
conti hee tpnaweccascnszece 6 socvecseees Monthly “ZKL.” 
Niagara University, Niagara Index............. Sceced Semi-m'ly “iKL.’ 
Rochester, Campus............0.sccccecescceeeeeere e+ "KL" 
Rochester, Industrial School Advocate ° “KL.” 
BUG PORCINE. oi cecaccss Siecscotsesecessccess ove “{KL.’ 
NORTH CAROLINA...Durham, South Atlantic Quarterly............. ésceee “1m,” 
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NORTH CAROLINA...Guilford College, Guilford Collegian..... ... .... ..Monthly 

























NORTH DAKOTA... ..University, Student..... peiedasnd oendesues Monthly 3 
OHIO....... Seececccces Akron, Buchtelite..........ceccocccssccces Bi-weekly * ux...” 
Cincinnati, McMicken Review Ce seeeseeeseccosccceses Monthly “a.” 
Cincinnati, Sentinel..,........-..cceceee ceeee coeeees Monthly “ix.” 
GPE, BNNs .nccccccceccccccs ccecere covecccce Monthly = ‘axy. 
Cleveland, Western Reserve Law Journal “UKE. 
Delaware, Ohio Wesleyan Transcript................ “ORL. 
Gambier, Kenyon Collegian......... ......... oees “UKE.” 
Hiram, Hiram College Advance.......... ........055 “URL.” 
Lancaster, Boys’ Industrial School Journal........ Weekly = “axy." 
Westerville, Otterbien Aegis...........-....... ce. eee “UKE. 
PENNSYLVANIA...... Allegheny, Western University Courant. “URL.” 
Beaver Falls, Geneva Cabinet...... ....... “UKL.” 
Carlisle, Forum............+. eesecccecoocecos ‘UKL.’ 
Baston, Lafayette......ccccss.ccoccesccsees « “oKL." 
A Initia idsehaesaeeonnososeesseuste "KL." 
East Stroudsburg, Normal Echoes.................... URL." 
Edgewood Park, Western Pennsylvanian.. “UKL.’ 
Greenville, Thielensian................... ss. - “UKE.” 
Huntingdon, Juniata Echo...... ............. acowenaa I 
New Wilmington, Holcad................... aK." 
Philadelphia, Pennsylvanian............... 22... s+ “TKD.” 
Philadelphia, Mt. Airy World............... .66. sense “TKD.” 
Philadelphia, Alumni Register....... .. H 
Phiiadelphia, Journal of the Franklin Institute....Monthly “7x1.” 
Philadelphia, University of Pennsylvania Medical . 
Pe cantseey. c6eccesnasconcessseuses Monthly = “u1.’ 
Selinsgrove, Susquehanna,. ................sceeeeeeee Monthly = “ux1." 
South Bethlehem, Brown and White.. .............. Weekly KL.” 
RHODE ISLAND......Providence, Brown Herald............ .. Daily UKL."* 
Providence, Brown Alumni Mopnthly.... 2,000 
Be istnnda dibucdnebieeidecssoneveeeerse vail ‘Sem!- m'ly “ik.” 
SOUTH DAKOTA. ....Rapid City, Aurum Monthly “sK..” 
PRs, WEI cs 008 0000 ccvveccese Weekly “11.” 
ME cscckvess coe 06s AMeatEe, TORO BIRT WORF... .ccccccccccscccccccccccce "KL." 
ED CPI... .ccnvecccvicccccccesecsocccs “URL. 
Waxahachie, Trinitonian .............. Monthly ‘im..” 
a Salt Lake City, University Chronicle................ Weekly “aK.” 
VERMONT.. ......... -Bakersfield, Bugle (every three weeks).............. “UKL."” 
Middlebury, Undergraduate. .............. ..sseceeee Monthly “uw.” 
VIRGINIA............-.Charlottesville, University of Virginia Magazine...Monthly ‘“1K..” 
Hampden-Sidney, Hampden-Sidney Magazine...... Monthly “iKL.” 
Lynchburg, Alumni Bulletin........................+. Quarterly “1k.” 
Staunton, Goodson Gazette.................ccceeeeeees Monthly “i..” 
WASHINGTON ........ Pullman, Evergreen... “TKL. 
WISCONSIN., ......... Madison, Cardinal. ..................+ * “UKL. 
Madison, Wisconsin Engineer.......... Quarterly “1x1. 
MANITOBA, CAN......Winnipeg, Silent Echo.................. Bi-m’ly “UKL.’ 
NEW B’WICK, CAN....Fredericton, University Monthly “TKL. 
Ey BIE s osccccccccscceese “ae Monthly “1x1.’ 
NOVA SCOTIA, CAN..Wolfville, Acadia Athenzum.... ... Monthly “1K..’ 
ONTARIO, CAN....... Kingston, Queens Quarterly......... 8,125 
Pe, PEE cksccccrcossesendcsesss Weekly "TEL." 
Toronto, Trinity University Review Monthly “zEL.’ 
2 EE ee Monthly “uKL.’ 
QUBEC, CAN. .......Montreal, Presbyterian College Journal............. Monthly “1x,.’ 
DEAF, DUMB AND BLIND. 
COLORADO.... .. .. .Colorado Springs, Colorado Index.................... 
DIST. OF COLUMBIA. Washington, American Annals of the Dea 
INDIANA... «s+... Indlanapoils, Silent Hoosier. 
a Grinnell, Indicator . ...........0.+.++ 
KANSAS. Olathe, Kansas Star................+++ 
LOUISIANA Baton Rouge, Louisiana Pelican 
MARYLAND Frederick, Maryland Bulletin 
MICHIGAN...... Flint, Michigan Mirror 
NEBRASKA Omaba, Eye............ 



























New York—Brooklyn, 
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DEAF, DUMB AND BLIND—Continued. 


NEW YORE........... -Malone, Mentor......... 
New York—Manhattan a 





edecdoedvecaccocessoccccss codecs Monthly “iKL’ 
Bronz, 














Catholic Deaf Mute..............s000++ povegue posenee Monthly I 
Rome, Deaf Mutes’ Register. ............++scceceseeees Monthly “ik.” 
PENNSYLVANIA......Edgewood Park, Western Pennsylvanian........... Semi-m’ly “iu.” 
Philadelphia, Mt. Airy World..............:sseeeeceeee Bi-weekly “1x1.” 
TEXAS. .....00csceeceeees Austin, Lone Star Weekly........ . ccscccecsecsecesees ° "kL" 
eee reneeeeee St t G d G BOD. cc coccccccccvccceescecedee am." 

Siw Guees seveepenerseotpieahos 1KL 





Exceeding forty thousand, - 
Exceeding twenty thousand, 
Exceeding seventeen thousan 


Exceeding four thousand, 


Exceeding one thousand, - 
Less than one thousand, - 


supposed to be 





KEY—TO LETTER RATINGS. 


d five hundred, 
Exceeding twelve thousand five hundred, 
Exceeding seven thousand five hundred, - 


Exceeding twenty-two hundred and fifty, 
- - - J 
The average issue of the paper having the J K L rating is 


less than one thouss nd copies, which is 
the advertiser’s unit of value. 






== 
ea Ow 








It is explained on the outside first cover of the Directory, in gold letters 


surrounded with a gold border, that 








LETTER RATINGS ARE GIVEN ONLY TO PA- 
PERS THAT WILL NOT OR DO NOT FURNISH 
INFORMATION UPON WHICH AN EXACT AND 
DEFINITE RATING MAY BE BASED. 








When no circulation rating is given either by letter or figures it is because 
the publication is new and its circulation not yet upon an established basis. 





NO TRUE GENTLEMAN WILL HIT 

A TRUST WHEN IT IS DOWN. 

I have noticed that if a great corpo- 
ration spends money in the newspapers 
to create a demand for a legitimate ar- 
ticle, and a matter of news helpful to 
that company happens to come under 
the editor’s notice, he often takes spe- 
cial pains to cut out of it any reference 
which could be helpful to the company 
in question; while if some competitor 
who never spends any money in the 
newspapers and never expects to spend 
any, comes along and calls the adver- 
tiser a “Trust,” he will be given space 
and liberal advertising by reason of the 
effort to score the corporation that is 
paying the newspaper large sums of 
money. Speaking eraily the word 
“Trust” is used not because of necessity, 
but with deliberate intent to cast dis- 
grace upon the corporation to which it 
refers. When our firm places an_ ad- 
vertisement of the Standard Oil Com- 
pany, the American Tin Plate Com- 
pany or the National Biscuit Company, 
there is no question whatever in the 
business department of the newspaper 
when rendering us bills as to what title 
they shall use. Invariably the name 
of the compuny is written precisely as 
it appears in the advertising and under 
,which it has been incorporated. Is 
there any rule of right or reason why, 








when reference to this same company 
is transferred from the business to the 
editorial department, its corporate and 
right name shall be thrust to one side 
and a term of opprobrium be used in- 
stead? What possible harm could come 
to any honest editorial if the proper 
name was used? And can such use of 
the word “Trust” be accounted for in 
any other way than because of a desire 
on the part of the writer to prejudice 
the public, or to appeal to unworthy 
motives? 

Again, is there apy reason why the 
editors of a newspaper should not uge 
the same care to investigate the truth 
of an article referring to these great 
corporations, that they would if it refer- 
red to an individual? If, at every news- 
Paper office in the country an absolute 
rule was put in force to-morrow that 
all news or editorial matter pertaining 
to these great industrial combinations 
should be censored on precisely the same 
basis that would be used in the case of 
John Wanamaker or Marshall Field & 
Co. or Jordan, Marsh & Co., one-half 
of the anti-trust items that now appear 
would be consigned to. the waste basket. 
—Mr. H. N. Kinney before American 
Newspaper Publishers. 


+> 
_Stmpicity is the result of using 
simple words in simple sentences. 
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WEEK LY AD 
CONTEST 


For the purpose of fostering 
an ambition to produce good 
advertisements, retail and 
others — PRINTERS’ INK con- 
ducts this weekly contest. 

Any reader or person may 
send an ad which he or she 
notices in any newspaper for 
entry. 

Reasonable care should be 
exercised to send what seem to 
be good advertisements. Each 
week one ad will be chosen 
which is thought to be superior 
to any other submitted in the 
same week. The ad so chosen 
will be reproduced in PRINTERS’ 
Ink, if possible, and the name of 
the sender, together with the 
name and date of the paper in 
which it had insertion, will also 
be stated. A coupon, good for 
a year’s subscription to Print- 
ERS’ INK, will be sent to the per- 
son who sends the best ad each 
week. Advertisements coming 
within the sense of this contest 
may be taken from any period- 
ical, and they should preferably 
be announcements of some re- 
tail business, including bank 
ads, real estate ads, druggists’ 
ads, etc. Patent medicine ads 
are barred. The sender must 
give his own name, the name 
and date of the paper in which 
the ad had insertion. All ad- 
vertisements submitted for this 
purpose must be addressed 
Weexty Ap ConTest, Care 
Editor PRinTERS’ INK,10 Spruce 
Street, New York. 





TWENTY-NINTH WEEK. 





In response to the competition 
announced here seventy-four ad- 
vertisements were received in time 
for report in this issue. The one 
reproduced on the opposite page 
was deemed best of all submitted, 
It was sent in by W. P. Bottolfson, 
of “Winona, Minn., and it appeared 
in the Milwaukee Sentinel of June 
21, 1903. A coupon as provided in 
the conditions of the contest was 
mailed to Mr. Bottolfson. The 
other seventy-three advertisements 
appeared in the following forty-six 
periodicals: 


Philadelphia, Pa., Ladies’ Home Journal. 
Chicago, sir , Orange Judd Farmer. 
pnicago. I ML? i, Daley one eoamnery. 
———- 
Philadelphia, Opa. Bullet 
pe : Electrician. 
r. 


Memp 


Connellsville, F 9, Courler. 
‘ . Tribun 


w York City, Prin 

New York City, Printers’ Ink. 
Brockville, Ont., Recorder. 
London, Eng. : Advertising World. 
New York ‘ty, 8 uccess. 
st. Catharines, Unt., Standard. 
Saginaw, Mich., cvening News. 
Traverse City, aon Eagle. 


.N. Y., 
New York City, Event 
Norwi rwich, Cee eon 


3— xr 





Journal 





Los yo es, Cal., 
St. Louis, Mo., AL “Globe Democrat. 
nna ay € — Bee. 


y, N. ¥., 
Cincinnati, "Onion I Post. 


Examin 
New Haven, C Son “Mother's J i ournal. 
Stevens Point, Wis. be ae 
Woodstock, Ont., Exp 
Los = eles, Cal., Herald. 
Kee: . H., Sentinel. 
Philadelphia, Pa., Inquirer. 


Sioned. Shs Pian Dealer. 

Lake News. 

Buffalo, N. 7 "Meee 

Ashiand, and, Ky.'Indepe ee... 

Milwaukee,’ Wis Jou Ly 

Norfolk, Va. Disp tch. 

Toronto, Ont. , Daily Star. 

Mr. Bottolfson is the advertising 
manager and manager of sales of 
the Bay State Milling Co., Winona, 
Minn. The managing editor of 
PRINTERS’ INK would like to see 
a still wider range of country cov- 
ered wherefrom advertisements are 
sent to take part in the contest. He 
would be pleased to have publish- 
ers send in the names of retail ad- 
vertisers, who might be interested 
in reading the Little Schoolmaster. 
To such sample copies will..be 
mailed free. Help the dealer to 
create an interest in intelligent ad- 
vertising and you will surely help 
your own advertising patronage. - 
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aw show you what others have dont, and what you can do with the rent 
mey that now benefits your landlord only? We advance the money, buy the 
lot, t build the house, and give you possession of it. While you are paying for it 
On easy monthly installments your propercy is rapidly increasing in value, and when 
the last payment is made you will find that you not only possess a home of your own; Dut 
have greatly profited by a wise investment.. 


you every watered 
location, besuth 
favorable climatic 
000 bave bere 
improvements 

it street 


Deve been installed and 
S08 the ‘property te farever ea 
pier ot WHerenes property o- 


fers such attractions fey home making 6 
lovestment. 


Consider this carefully. Call-at our office and let us explain to you every, detail 
of the plan that will make it easy for you to become ap owner in 


HACKETT & HOM, wicarcan'sss, 


* PrizE AD, 29TH WEEK. 

















CIGAR _STORE. 


We will say that the store is located 
in a fair sized city. It is a store with 
some pretensions to handling complete 
stocks of cigars, tobaccos, pipes, jars 
and the rest of what are called smoker’s 
articles. We will leave newspaper ad- 
vertising out of the question and simply 
make up a list of some five hundred men 
whose trade this store thinks itself_en- 
titled to by reason of its service. Best 
way to reach these men is, of course, 
through the mails, at least once a month, 
though every two weeks is better if the 
appropriation will permit of it. A book- 
let first, giving a general idea of the 
stock, brief description and prices. Be- 
sides sending this booklet to the regular 
list, it ought to be a sort of a stock 
piece, something that can be handed = 
a man in place of a business card. Let 
us follow this booklet with a little fold- 
er, “Tobacco Talk,” “What goes into 
your pipe,” or something of that sort. 

ell about the different kinds of tobac- 
co you have, their special characteristics, 
to what sort of taste each kind is like- 
ly to appeal, and quote prices. It’s the 
sort of information smokers like. Let 


cigars be the subject of another folder; 
about the different brands, how 
oll re made, which appeals to which 
kind of taste, and quote prices. An in- 
teresting talk can be made on pipes, 
from the clay up to the fine meer- 
schaum, telling about their different 
qualities and quoting prices; giving, 
maybe, a hint on the care of pi 8; 
cleaning, etc. The “smoker’s articles 
would come in for a special ‘piece of 
advertising. There are a lot of little 
conveniences that smokers don’t really 
know enough about and the giving of 
such information should be_ profitable. 
Talk about smoker’s sets, tobacco jars, 
cigar cases, tobacco pouches, pipe rack: 
pipe cleaners and the little odds ead 
ends. Then there is special advertis- 
ing to clubs, college students (if there 
happens to be a college near you) and 
the like specific classes. There should, 
of course, be fag holiday aqverteas 
about cigars by the box, and the smok- 
er’s articles, which come in for a large 
share of consideration as gifts. Takin 
these suggestions as a basis, it shoul 
be possible to plan a profitable cam- 
paign of advertising for a cigar a 
tobacco store.—The Advertising 











PRINTERS’ INK. 





(A Roll of Honor } 





pern.—-AGvertioomentes under this caption are accepted from publishers who, 
1908 issue of the American Newspaper meng i gh have aa for 


ed and dated. 





accordi 
that edition of of the Directory a 


cir uly 8 
merally regarded =e ~~ who believe that an 


to know wha - pays his hard cash 
e black fi 


res denote the average issue for the 
pumber 1 in brackets denotes the page in the _Amestene 


he details of the publication’s characte’ 


vertiser has a right 


ear indicated. The light-faced 
Yewspaper Directory which con- 


y bab mmo dhed under this caption will also ‘be accepted from publications to which the 


—. aeriieaee ti ity of —_ tion. 
superior exes mee in quality of c a! 
if entitled as above, 





Directory accords the sign (© ©), the so-calied gold marks, denoting 


te Announcements under this classifica- 


ts per line under a YEARLY contract, $20.80 for a full 


cost 20 ce’ 
year, 10 per cent discount if paid wholly in advance. 


ALABAMA. 
News. Daily av- 


Birmingham, Birm’ 
erage for 1902, or 1p 88 a. ); Jirst 6 fours months 


1908, 16,998 ; April, 1903, 17,73 ; guara 

gy on Ledger. da r. daily. Ave for 
1908 188 }O (4 . Katz, Special A: gent, 
Mon mney adverse. abvertter Ce. Av- 


guaranteed, daily 10,- 
898 (0), = Te.s4t’ Sunday 14.626 (40). 
ARIZONA. 

Phoenix, Republican. Daily prerege for 1992, 
5,820 (47).' Logan & Cole Special Agency, N. Y. 
CALIFORNIA. 

mo, Morning Republican, daily. Average 
a. 1908, 4,644 (67). E. Katz, Special Agent, N. Y. 
Oakland, Tribune, daily. Average for 19(2, 
on A E. Katz, r, Special . so New York. 
netisco, Argonaut, week Ave 
torte Fie tes i). E. Katz, Speci: pee N. 


San Francisco, Bulletin. R.A Crothers. Av. 


for 1902, daily 49,159, Sunday At, 802 (80). 


Py Franelaeo, Call, d’y and S’y. J.D. Spreck- 
“av. for 1908, dy 60, 85, S’y 71,584 (8v). 


COLORADO. 


Denver, nm, daily. Post Printing and Pub- 
lishing Co. Average for 1902, 82,171 (97). 


CONNECTICUT. 
Hartford, Times, . W.O.Burr. Average 
for 1902, 16,172 (111). 


N Haven, Palladium, dail Ave for 
1908 5-500 id). "E. Katz, fatz, Special y N. f° 


New Haven, Union. Av. for ye, «7 15,981, 
8’y 8,825 (114). EZ. Katz, Special Agent, 


New London, Day, evg. Av. 1902, To 
First four months 1903, 5,472. April, ’03 


Nerwich, Bulletin, n, weekly. Bulletin “a pub- 
lishers. Average for 1902, 4,659 (115). 
DISTRICT oF COLUMBIA. 


Washington Fv. ws- 
— eed oy for 1902, for ib02, 88,748 © ©) as). 


onal Tribune, res Br Mekiroy & Shoppell. 
‘oe ran hy 1902, 104,59: 
FLORIDA. 


Jacksonville, Metropolis, dai 
1902, 7,018 (12%). E. Katz, Kate, Specia 


Pensacola, Journal, nal, daily every sears ex- 
cept Monday. Average for 902, 2,441 (131). 


ILLINOIS. 
tng Deo, 1008, no issue Yeon than 


P Belper 


Ave pfor 


“Agent, 


mCo. Year end- 
1,000 (161). 


Ihieago, Bak: ors monthly. 
Pa est Average pe for 160d, 4 4,050 yam. © 


Breeders rs’ Gazette, stoc! stock fi week- 
eo Average for 1m, 02, 60,052 


(167). Average first 25 weeks, 7 5 weeks, 1903, 66 


Chtenge. Groin Denlore Journal 6. 0. Grain 
Dealers Journal. Av. for 1902, 4, 16 (QO) (175). 





Chicago, Irrigation Age, month: 
derson. ‘Average for 100 Ta tee. (al). 


Chic Live Stock Rep Report, weekly. 
ee Jr. Average for 1902, + ws (7. 
he first | three months of 1903, 17,460. 


Chicago, New Thought, nee. 50c. a year, 
Ella Wheeler Who, itor. Ave: year end- 
ing Sanmesy. 1903, 29,289 (183). 
1903, New Thoug) 


D. H. An. 


John 
For 


rage 
Since January, 
prints over over 100,000 monthly. 
Chie Record-Herald. _ verage for 1902, 
daily 15) 35,424, Sunday 1715 818 (166). 
Ch hoage, 3 ome. daily. - Tribune Co. In 1902, 
yA (@®O) (i 
East St. saat Poultry Culture,mo. Poultry 
Culture Pub. Average a a 9875 (192). Av- 
erage first six aM = 1903, 14,833. 


INDIANA. 

Evansville, Journal-News. Av. for 1902, d 
11,910, S’y 11,508 (244). E. Katz, Sp. Agt., N. 

Goshen, Cooking er i monthly. Average tor 
1902, 25,501 (247). A persisten medium, as 
housewives keep every ry issue for daily reference. 

Munele, Star, d’y and S’y. Star Pub. (Co. Yea 
enaing Feb. 1903, d’y 21,468, S’y 16,585. (260), 

Prineeton, Clarion-News, daily. Clarion Pub- 
lishing Co. Average for 1902, 1,820 (264). 

IOWA. 

on, Hawk-Eye, daily. J. L. Waite. 
or 1902, 6,818 (285). 

Des Moines. Cosmopolitan Osteopath, month- 
ly. Still College. Average for 1902, 9,666 (204). 

Des Moines, News, dail Des Moines News 
Co. Average for 1902, 87, ?<_ 

Sheldon, Sun, d’yand w'ly. H. A. Carso' 
Average for 1902, d’y 486, w’ly 2,544 (323). 

Shenandoah, Sentinel, tri-weekly. Sentinel 
Publishing Co. Average tor 1902, 8,681 (323). 


Sioux City, Journal. daily. Perkins bros. 
Co. Average oo nal Lt ag + i Over 4 
daily guaranteed for Jirst and fest 





Burlin 
Average fo: 


in its wide field i: tri the Northioes 
xawaas, 
Atehison, Globe, daily. E. W. Howe. (3834). 
Offers to prove 5,200 baw Ey circulation Sor 19083, or 
receipt any advertising b 


Hutchinson, News, d’y and w’y. W’y, during 
1902, no issue less than 1,920 (346). E. Katz, N. Y” 

Wiehita, rod and w 5 Ay 1902, d’y 16,- 
781, w'y 6,674 (S64). Beckwith, N.Y. & Chicago. 


KENTUCKY. 
oe rt, Breckenridge News, weekly. J. 
Babbave. Average for 190 for tooe, &, y 248 (368). 


oo some Leader. Av. for 1902, d’y 8,788. 
w'y 2,8 'y 4,008 (313). E. Katz, S°4..N. ¥. 


LOUISIANA. 
New Orleans, Louisiana Planter and Sugar 
Mfr, wy. In 1902 no issue less than 3,000 (387), 
MAGNE. 


Augusta, Kennebec Journal, d’y and 


gu . 
Average d’y, 1902, 4,719, w’y ise (391). a 








Oo, 
or 


at 
d 
i- 


-—" Reo 
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Bangor, Commercial. d and w’y. J.P. Bass & 
Co. Average a’y for 1902 7, 1902 7,846, w’ y 29, 12 (392). 

Lewiston, Evening Journs Journal Saiy. Average 
for 1902, 6,640 (@@), weekly 15,255 (@ ©) (395). 

hillips, Maine Woods, weekly. J. W. Brack- 

oo Avarnge for 1902, 5.416 (39). 

tome Evening Express. Average for 1902, 
daily 11,181, Sunday Telegram 7,666 (397). 


MARYLAND. 
Pg wy Farmers’ and Planters’ Guide, 
. Geo. O. Gover. Av. tor 1902, 18,827 (403). 





a News, daily. 1 daily. Evening News Pub- 
lishing Co. Average 1 41, 588 (402). 
MASSACHUSETTS. 


Boston, Evening Transcript ( ) (412) Boston's 
nen; 0 Largest amon amoun > ageaes adv. 

Boston, Globe, ave 

paily, 196 96,579; Sur Sun day. 8 °at6,! 296 (412-413). 

Largest ci few Engla 


Advertisements go, = and | afternoon 
editions for one price 

Post, x 4 Average for 1902, 17. gee (418). 

Largest . or a. m. sale in New Engi 


East Nevtheed , Record of samen Work, 
mo. Av.for yr. en i’g March March, 1908, 20,541 (425). 


Lawrence, Telegram, rram, daily. Tel Pub- 
lishing Co. Average for 1902, for 1902, 6,701 (428). 

Salem, Little Folks, mo, P ty oy 8. E. 
Cassino. Average for or 1902, 7 t8, 50 (434). 


Springfield, Good 4 Housekee ing, me mo. A 
tor 18 408, 666 (436). For yea Ms i. apri, 
1903, 119,000, ‘Au advertisements Qu Soeaale 


Woreester, Evening ing Post, daily. Worcester 
Post Co. Average for 1902, 10,55 (9. 


MICHIGAN. 
Adrian, Telegram, daily. D.W.Grandon. Av. 
for 1902, 1,270 (440). "Av. first 4 mths. in 1903, 3,550, 
Detroit, Times, gy. —- Times Co. Av- 
erage for 1902, 27,657 (450). 
Grand Rapids, foo daily. spnecwe D. 
Conger. Average for 1902, 20,156 (456 
Saginaw, Evening News, dail Average for 
1902, 9,848 (473). First five monte 1903, 10,351. 
MINNESOTA. 
Minneapolis, Farmer’s Tribune, twice-a-w 
W. J. Murphy, pub, Av. for 1902, 74,714 ae 
gq nmegpetie, Journal inal, daily. Journal Print- 
ng Co. For 1902, 54,628 (49 
Minneapolis, N. W. Wipro, 8.-mo. Feb., 
1903, 78,1 i¢s 8 (498). 75,000 gquar’d. 35c.agate line. 
Northwestern Miller, weekly. Miller Publish- 
ing Co. Average for 1902, or 1902, 4,200 (©) (49%). 


Minneapolis, Svenska enska Amerikanska Posten, 
week] A ‘Swe any. _— publisher. Average 
for” 1902, 47,075 (497) 


Minneapolis, Tribune. ibune, daily. W.J. Murphy, 
publisher. Praverage for 1902, for 1902, 66,872 (496). 


Minneapolis, Tribune, Sund W.J. Murphy, 
ye Average for 1902, for 1902, & 1850 (496). 


t. Paul, News, daily.. B. D. Butler. Average 
ax 1902, 80,619 (605). 


Wino blican and Herald, pa 4 Aver- 
age 1902, 8 (612). Av’ge past ¢ months, 4,007. 
” MERBOURE. 
J eS Globe, daily. Ave += a, 9,414 
(oil). atz, Special Agent gent, New Y ; 


rata we Journal, d'y d'y and ng yo erage 
for 1902, daily eo Ss wee! 161,109 (541). 

Kaneas City, W: ekly Impl lement Trade J’rn’l. 
Av, Aug., 1002, 6, 18r ). Av, mos, 1908, 9,895, 


Kansas City, World, daily. cout Publish- 
ing Co. Average for 1902, 62,978 (542). 


St. Joseph, Medica) Herald, rotor 
Herald Co. Average for 1902, for 1902, 7,475 ( me 


St. Joseph, 300 8. 7th St,. ‘7th St., Western Fruit Grow- 
er,m’ly. Aver. for 1902, 28,28 z (557). Rate ssc. 
per line. Circulation 30,000 aay pend 


St Louls, Medical Brief, mo. 
M.,M.D., ed. and pub. Av. for Yo: aa'ons (63). 


.- Louis, The Woman’s M ine, monthly. 
Wenen os rye Lewis Pub. Proven aver- 
age for pr wos 
jor Oban 5 months in ‘1903, 1,445,760, Ei issue 
“ OVER” one million copies Largest RY 
issue circulation of any publication in the world, 


MONTANA. 
patie. Inter-Mountain, daily. Inter-Mountain 
Publishing Co. Average for for i002, 10,101 (873). 


Helena, Resend, evening. ing Record Publishing 
Co. Ave for 1902, 7,974 (574). Average Jan- 
uary ist to May 31st, 1903, 10,209. 


NEBRASKA. 
Lincoln, Deutsch-Amerikan Farmer, weekl: 
(500). Average for year end. end. April 30, 03, thh 


Lincoln, Freie Presse, we weekly (590). dubai 
Sor year ending April 30,'03, 30, 703, rie 


Gushe. News, daily. Dail Bowe Publishing 
Co. Average for 1902, ie t7 7 Gon 
NEW HAMPSHIRE. 
vera for 188, £,560 daily. Herb. N. Davison. 


Average for 1 
Leith Stuart, Aa ’. "Rep. 150 Nassau St. 


wEw JERSEY. 
Elmer, Times, weekly. 8, P. Foster. Average 
for 1902, 2,085. (is 6). . 
Jersey City Brening: Journal, daily. 
Journal Assoc’n. Average for for 1902, 1 5582 nd 


New Market, Advertisers’ Guide, mo. Stambey 
Day, publisher. Average for 1902, 5,041 1 (623). 


NEW YORK. 


Albany, Journal, evening. Journal Co. Av- 
erage 1902, 16,109 (634); een 18,397. 

Aibeny. Times- Union, ever ev vening. Establ. 
1856. Average for 1902, N02, 25,2 £ (685). 

Binghamton Evening Her Herald, daily. Evening 
x. | Heralt Co. Average for 1902 for 1902, 10;891 (638). 


Buffalo. Courier, morning ; Enquirer, even- 
ing. W. J.Conners. Average for 1902, morn- 
ine 48,818, evening 80,4 80,401 (641). 


PR odin Star. -*. for 1908, 8,255 . 
a ae 

ican é art. NY. Rep., 00 Hasan Be, 

Ithac Rows, golly, Ithaca Publishing Co. 

aS or 8,1 

Leith & iuart, iw Y. "Rep., 150 Nassau St. 

Newburgh, News, dy. Av. for 1902.4, 257 (666). 

Guaranteed by afida: od or personal in: = a. 
pong York ben 4 


American Magehinist, w mach 
(Also European ed.) Av. 196: ie bent ‘Oe © on (610), 


Amerikanische Schweizer Zeitung, w 
Pub. Co.,62Trinity pl. Av. for 1902, Sacdel 


Automobile Magazine, month 
Average for 1902, * 1902, 8,750 ¢ 


Benziger’s Magazine, fami family monthly. —- 
ziger Bros. Average for 190: for 1902, 479 ( 


Caterer, monthly. ~ Caterer rw. Co, iG 
Clubs, and h-class Rest.). Average for year 
ending with ugust, 1902, 5, § 1902, 5,888 (687). 


, SED 





Cheerful jpomeem, os month Geo. W. Willis 
Publishing Co. Average for 908, 208,888 (687). 
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Clipper, week! Frank Queen pe. Co., Ltd, 
Average for 1902 26,844 (0) 73) (673) 

Electrical Review, weekly. Electrical Review 
Pub. Co, Average for 1902, 6,212 ‘oo (674). 


neering and Mining Journal, weekly. 
wat fhe a nog 10.009, (@@) (674). 
Forward ly. Forward Association, Aver- 
age for od, a TO (667). 
Police Chronicle, weekly. Lyy--3 .Canentete 
Pub. Co, Average for 1902, 8,650 (679 
Printers’ Ink, weekty. A journal A advertir- 
aed per yea Toc & Uo. Est. 
Average for | 190g, 18, 9% 18,987 (679 
The Centra) Station, jon, monthly. 4 C. Cushing, 
dr. Av. for year ending May May, 1902, 8,488 (687). 
The Iron Age, weekly, eekly, established 1855 (© ©) 
oe. For more than a generation the lead- 
n ion in the hardware, tron, machinery 


an metal frases. 
nters’ Ink awarded a sterlin silver Sugar 
Bowl to the Fron Age,  Paaer ied 98 Tone as follows 


rded N ber 20 1901 

«iby Printers’ ink, ithe Little 

; hoolmaster Art of 

ba o Seereene, A. ‘The Tron Age, 

canvass- 

Bs of merits extending over 

j of ten — , yy 
4 wer in 

« Owited tad Slates of a america t that, saben nil in all 

* —, its Geehemen the vice and best 


“ serves ¢ rpose as a medium yy communica- 
“ tion with tha specified clase.” class,” 

The New York Times, dail; Selly. Adolph 8. Ochs, 
gon 1002 A (© ©) (069). 


r, Case a! aa Goamnont, mo. Law. Av. 
Ps ~ 1902, nsecoe (715) ; 4 year — ‘eae 90,136, 


A-~--5 - ft toes § ” Oo a w ‘ Spctaees 
verage for 1 verage ree 
months ending tt 1903, 


Utlea, Ni | Hlctrical denen, mo. 
Average for “toon t 2,292 (723). 


Utiea, daily, Otto Otto A. Meyer, publisher. 
RA Fa 5,618 (723). =o 
Warsaw, Western New Yo Yorker, weekly. Levi 
A. Caas, publisher, Average f for 1902, 8,468 (7%) 
Whitehall, Chronicle, wee woskty. Inglee & Tefft. 
Average for 1902, 4,182 (726). 
NORTH DAKOTA. 


Grand Forka, Normanden, weekly. Norman- 
den Pub. Co, Average for 1908, 4,8 880 (7 (744). 


OHIO. 
Ashtabale, Amerikan Sanomat, w’y. Aug.Ed- 
wards. Average for 1902, iF 1902, 8,558 (7 762), 
Cineinnati, Enquirer. Established 1s Daily 
oo, Sunday ©@ (761). Bech Beckwith, New York. 
Cincinnati, Phonograph hic azine, mo, 
Phonog. Institute Co. Av. rei eon fi 2108 (704). 


Cincinnati, Trade Review, m’y. Highlands & 
Highlands, Av. for 1902, * 1908, 8,584 ies 705). 
Dayton, News, dai 

Average for 1902, 16, 

ene ween men 
Guthrie. Oklahoma State Ca 
Average for 1902, dy. ieee. 5 7 a Tea as) (813), 
iN. 

often Washington Advocate,mo. Order 
ashington, pubs, Avg. for 1902, 6,040 (826). 
PENNSYLVANIA. 

ol Times, daily. average. for 1902, 10,645 
. Katz, Special Agent Agent, New York. 


pe monthly. 
Chambers. pile, Camera, for 6,748 (87 


oc Publishing Co. 


Frank V. 
1). 





Lamy gy The Events. Pa? D. ex, a. 
i one a 
daily ne net ae A maerape for ft Pat four monthe or 
ener statement, /40,66/ copies 
bs on Ph ladelphia Nearly. Everybody Reads The 


"piagaihe Farm Journal, monthly. Wil- 
mer Atkinson isp: publ inners. verage 
ae. 1902, tH), Printers’ Ink cons: 

best represents the ltura 
interests oe the United States, and is the best 
medium for reaching rural people. 

Philadel pia. hay Ledger, daily. Adolph 
8. Ochs, pub’ (©®) ( 

Philadelphia, Raformed Church Momenger, 

w’y. 1306 Archst. Average for 1902, 8,574 (868) 

Pittaburg, Times, iw Wm. H. Seif, pres, 
Average for 1902, 59,571 (67 (876). 

Went Chester, Local News, daily. W. H. 

Hodgson. Average for 1902, for 1902, 15,086 890). 

York, Dispatch, daily. D h Publishi 

801 nee yor 


Co. Average for 1902, Average for 
May, 1903, 8,372, 


RHODE ISLAND. 
Providence, Dail Journal, 16,975 (@®) ( 
Sunday 13,251 (@@) 7 Soon mat pulicces Shoes ee av. 
erage (902, Prov ass Siow Gen publishers, 
SOUTH CAROLINA. 
Columbia, Sate, daily. State Co., publishers. 








Average for 1 902, BT? (901). Dait | average for 
the first five A *.. of 1903, 6,300 co; 
TENNESSEE. 
mS ville, Sentinel, daily. Ave 1 


902, 
1 (925). A verage first for Jirat four months 1903, 9,075. 


joo Commneneind vy daily, Sunday 
and week! Bey 27, Qi kee Sun- 
day 84.910, we weekly Ta, PhB18 wer). P 


Nashville, Banner. daily. ‘ee Av. for year ending 
Feb., ” 16,0 re "Ae", ‘or April, 1908, 18,- 
472: Only Nashville d'y eligi ¢ to Roll of Honor. 

Nashville, Christian Advocate, w Bigham 
& Smith. Average for 1902, 14,241 Bin) 


TEXAS. 


Dallas, Retail Grocer and Butcher, mo. Julian 
Capers, publisher. Average f for 1902, 1,000 (944). 


Dongen, Denton Co. Record and Chronicle, 
w’y W. ©. Edwards. Av. for 1002, 2,744 (945). 


El Paso, Herald. daily. Average for 1 
8,245 (046). EF. Katz, tz, Special Agent, New York” 


Paria, Advocate, daily. W. N. Fure ab. 
1902 no isgue less than 1,150 (959) ; May, 1908-7, oy. 


VERMONT. 
Bennington, Banner and Reformer, weekly. 
Frank K. Howe. Average for 1902, 1,966 (974). 
VIRGINIA. 
Norfolk, Dispatch, dai Thompson 
publisher.’ Average tor 10k, Bt 5,098 ye en _ 
WASHINGTON. 
Spokane, Saturday Pportese = Frank 
I e. Average fort 1% P10, 1886 (00 (999 oi 


Tacoma, Dail News, daily daily. “aa News Pub. 
Co. Av. 1902, 18,659 (1,000). urday issue 18.003. 


WEST VIRGINIA. 
Romney, Hampshire Review, week Ino. J. 
Cornwell. Average for 1902, 1, 919 (1010). 


Wheeling, News, d’y and oy. News Pub. Co. 
Av>rage for 1902, d’y $,026, Sy 8,805 (1011). 
WISCONSIN. 


Madison, Amerika, week! Amerika Pub- 
lishing Co.” Average for 1902, 9,496 (1026). 














PRINTERS’ INK. 


25 





A Roll of Honor-—Continued. 





kee, Evening Wisconsin, daily. Evg. 
wenaain Co. Av. for 1902, 20,748 (@@) (ox). 


raukee, Journal, daily. Journal Co., pub. 
Bag ham Feb,, 103, 29,42 (1029), May, 3,244, 


Oshkosh, Northwestern, daily. Av. for 1902, 
5,902 (1036). First 4 mos. 1903, 6,270, 

Raeine, Journal, daily. Journal Printing Co. 
Average for 1902, 8,406 (1038). 

Wisconsin Agriculturist, w’y. Av. for 1902, 
27,615 (1039). Foryr. edg. June 0, 103, 29,680, 

Waupaca, Post, weekly. Post Publishing Co. 
Average for 1902, 8,588 (1044). 


BRITISH COLUMBIA. 


Vancouver, Province, daily. W. C. Nichol, 
publisher, Average for 1002, &,987 (1051). 














Victoria, Colonist, daily. Colonist P. & P.Co 
Average for 1902, 8.574 (1051). 


_ MANITOBA, CAN. 
ror iW, dally 1b,B41, weekly 10,024 (0s). 
NOVA SCOTIA, CAN. 


Halifax, Herald, Evening Mail, Homestead. 
Comvined average tor 1902, 12,881 (1060) 


ONTARIO, CAN. 

Toronto, Canadian Implement and Vebic'e 
Trade, monthly. Average for 1002, &,260 (1087). 
QUEBEC, CAN. 

Montreal, Star, d’y and w’y. Graham & Co. 
Average for 1902, d’y 55,079, w’y 121,418 (1093), 
Six mo's end. May 3/ '03, d’y av. 65,147, w'y 122,167, 





wor"? 





When it comes to publicity 
for a newspaper PRINTERS’ 


INK is the medium.—w. Lee starke 
Mgr. General Adog. for Washington, D. C., Star, Balti- 
more News, Newark News, Indianapolis News, Montreal 
x Star and Minneapolis Journal. New York City, July 1, 1903. i 














26 
PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS, 
tm Issued every Wednesday. Ten centsa 
copy. Subscription price, five dollars a year, in 
advance. Six dollars a hundred. No back 
ay” Bat printed f. lates, it is al 
4 rom p! > always pos- 
sible to issue a new edition of five hundred sop: 
ies for $30, or a r number at the same rate. 
Publishers desiring to subscribe for PRINT- 
ERs’ Ink for the benefit of advg. patrons may, on 
application, obtain special contident.al terms. 
(@ if any person who has not paid for it is re- 
PRINTERS’ INK it is because some one has 
subectibed in his name. te Fmd is stopped 
at the expiration of the time d tor. 





OFFICES: NO. 10 SPRUCE ST. 
London Agent, F.W. Sears,50-52 Ludgate Hill, E.C. 


NEW YORK, JULY 8, 1903. 














Success follows in the wake of 
judicious advertising. 

A coop many men have yet to 
learn that anything that improves 
the appearance of store, shop or 
factory is good advertising. 


Tue Peoples’ Popular Monthly 
of Des Moines, Ia., will be repre- 
sented in New York City, after 
July 1, 1903, by the Leith & Stuart 
special agency, 150 Nassau street. 


THERE is always danger that the 
new advertiser, puffed up with a 
little unexpected success, will get 
reckless and inclined to “chance 
it.” What seem to the uninitiated 
as recklessness on the part of some 
of the greatest and most successful 
advertisers is, on the contrary, the 
most carefully planned and_ the 
most cautiously calculated busi- 
ness. 





THe publisher of a country 
weekly, whose paper is qualified 
to appear in the “Roll of Honor,” 


writes to inquire whether it would 


be profitable for him to enter the f 


“Roll of Honor,” his being only a 
comparatively small paper. To 
this inquiry the Little Schoolmas- 
ter does not hesitate to answer in 
the affirmative, provided such a 
publication caters to the foreign 
advertiser. The latter knows gen- 
erally more about the largest pa- 
pers in the country than he does 
know about the thousands of small 
papers and the “Roll of Honor” 
would be a good place to bring 
small but honorable publications 
to the advertisers’ notice. Such a 
service costs only forty cents a 
week, 
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Don’t get your a complicat- 
ed with big words. 


THERE is no limit to the business 
greatness that can be generated 
through good advertising. 





“ACME QUALITY” is the phrase 
accorded the $50 prize recently of- 
fered by the Acme White Lead & 
Color Works, Detroit, Mich., and 
it will henceforth appear in all the 
company’s advertising. Brill Bros., 
the New York clothiers, have also 
secured a catch phrase by the com- 
petition method, and recently paid 
25 for “Get the Habit—Go to 
Brill Bros.” One dollar additional 
was offered to each person who 
picked the winning phrase out of 
seventy-two specimens printed in 
tne daily papers, and one enter- 
prising person sent in seventy-two 
postals, each qontaining one of 
these phrases, with his name and 
address. Brill Bros. forwarded 
him a dollar, so his ingenuity net- 
ted him twenty-eight cents! This 
tirm has also adopted the plan of 
presenting a pair of shoes wit 
every suit sold on certain days, 
the customer being required to 
— a coupon cut from their daily 
ad. 





WITH the October, 1903, issue 
of the Woman’s Magazine, St. 
Louis, a new rate card becomes 
operative. Display advertisements 
are to be six dollars per agate line, 
each insertion. No contracts will 
be accepted at the present rate to 
extend beyond the September is- 
sue. In regard to the periodical’s 
circulation the new rate card con- 
tains the following interesting in- 
ormation : 

The Woman’s Magazine has the larg- 

est circulation of any publication of any 
class or kind published anywhere. It is 
the only publication of any kind or 
class published anywhere that has a 
proven ory issue circulation exceed- 
ing one million five hundred thousand 
(1,500,000) copies. As a matter of ab- 
solute fact, this is a considerably larger 
proven circulation than any other “one” 
publication even claims. All advertise- 
ments sent the Woman’s Magazine are 
accepted with the distinct and unequiv- 
ocal guarantee that its circulation ex- 
ceeds 1,500,000 copies—full count—every 
issue, and that its publishers voluntarily 
prove it every issue. All advertisers 
and advertising agents are requested to 
make this a condition of contract when 
amy us an order to insert advertis- 
ng. 
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Tue latest arrival in the Little 
Schoolmaster’s nursery is Sales- 
manship, a monthly published at 
Meadville, Pa., and is devoted to 
the advancing of the science of 
salesmanship. 








PEOPLE interested in compara- 
tive values of newspapers for ad- 
vertising purposes are invited to 
examine the list of three dozen 
dailies printed on the last page of 
this issue, and write to PRINTERS’ 
INK suggesting how the list may 
be improved without adding to 
the number. Whoever would add 
aname should also specify which 
one he would have dropped to 
make room for the new candidate. 
Persons who think the expenditure 
of a hundred thousand dollars 
would be enough to constitute a 
great advertiser will hardly be in- 
clined to believe the statement 
made in good faith that $50,000 
would be insufficient to pay for the 
insertion of a three-inch advertise- 
ment in every issue of even this 
small list of papers for the three 
hundred and sixty-five days that 
go to a single year, 











SoME excellent mailing cards 
and other literature are used to 
supplement the advertising of 
Smith’s Adjustable Index Tags, 
manufactured by Chas. C. Smith, 
Exeter, Neb. This device is ap- 
plicable to any set of account 
books, as well as to card systems 
and large volumes in a library. 
The tag itself is a steel clip, in- 
closed in a silk sewed leather tab 
on which any desired inscription 
may be written. Dates, alphabets, 
States, cities, months, days of the 
week and seventy-five accounting 
terms are printed and kept in 
stock. Mr. Smita has introduced 
his invention through advertising 
during the past six years with 
marked success, using mediums 
that reach book-keepers, account- 
ants, cashiers and those who are 
most intimately connected with ac- 
counting departments. The pres- 
ent literature is designed for fol- 
low up purposes, and each bit con- 
tains its sensible argument and 
practical information for business 
men, 
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Goop advertising and good mer- 
chandising are inseparable. They 
are two forces that make success, 


AccorDING to tne 1903 issue of 
the American Newspaper Direc- 
tory the People’s Recorder of 
Orangeburg, S. C., has a circula- 
tion exceeding 2,250. It is the old- 
est Negro newspaper published in 
South Carolina. 


THE Milwaukee Sentinel’s sage 
says that he is in possession of a 
series of schedules of replies tokey- 
ed ads, showing the percentage of 
results attained by announcements 
of various sizes, and that in every 
case the ad printed in large space 
brings replies at lower cost for 
each than the same ad in a small 
space. Whether the medium is 
good or bad, this rule applies. 
One set of schedules show that re- 
plies from a half page magazine ad 
cost three cents each; from a 
whole page, two cents each; from 
an eighth of a page, nine cents 
eacn. This is a recognized truth 
in present-day advertising, of 
course. Yet so many are the ways 
of advertising successfully that 
doubtless a good case could be 
made out for the man who uses 
small spaces in preference to large 
ones—certainly some _ interesting 
facts could be furnished by that 
class of advertisers who persist- 
ently use two and three line read- 
ers, and who have built up large 
businesses through advertising of 
this nature. 


In the issue of July 15, 
1903, the Little School- 
master will announce a 
prize competition that 
opens with the issue of 
July 29, 1903. Publish- 
ers, editors, reporters, ad- 
writers—professional and 
amateur—and readers of 
PRINTERS INK every- 
where, will be invited to 
study the proposition. 
There is both money and 
fame in it, 
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WHEN an advertising man is 
planning a campaign, in ten out of 
twelve cases he will lay his plans 
from a personal standpoint. Fur- 
thermore, seventy-five per cent of 
advertising is designed from the 
ages of view of the manufacturer 
2 setcenamy His wishes, tastes, 
nel erences are the guiding stars. 
What appeals to him, he argues 
must be rigint. In a ratio depend- 
ent upon his experience the ad- 
vertising man takes his own stand- 
ard (unless that of his client over- 
rides it) as representative of that 
of his audience. That which 
pleases him must be best; conse- 
quently it will make the desired im- 
pression upon the public attention. 
Beyond this ‘he will not go. A 
small percentage have the courage 
and broadmindedness to venture 
outside the barriers of their per- 
sonal likes or dislikes. The man 
who can discover quality in any 
object to which he is indifferent 
or antipathetic is as rare as that 
other wno knows ability and can 
pick it out. 
* * * 

Advertising men as a rule will 
not sanction or make use of any 
method which is incompatible with 
their specialized preference. The 
mere fact that a plan cannot be 
considered because it is “undigni- 
fied,” while a very stereotyped style 
remains in favor to the exclusion 
of any other, proves this to be 
true. Such men are self limited. 
Take up any magazine and with 
little difficulty the different 
“schools” can be grouped apart. 
The advertising prepared by one 
firm or agency can often be separ- 
ated from that prepared by a 
neighboring house. Frequently a 
soap advertisement and one ex- 
tolling the wearing qualities of 
shoes bear the same marks of or- 
igin. By the shifting of a few 
words both could be made inter- 
changeable; the saving feature is 
the probable illustration accom- 
panying them. : 

The causes which prompt a read- 
er to peruse the literary pages are 
quite foreign to those leading him 
to look over the advertising mat- 
ter. A mental relaxation accom- 
panies the careless turning over of 
the advertising pages, until a strik- 
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ing feature or unusual effect recalls 
the attention to closer examina- 
tion. People who feel they must 
read through the literary portion 
of a magazine to get their money’s 
worth. rarely have the same scru- 
ples in regard tothe other half. It 
then remains with the advertise- 
ment itself to be sufficiently attrac- 
tive to draw and fasten the read- 
er’s attention. As ads of a given 
kind attract readers of certain 
tastes, it behooves the ad man to 
vary his publicity so as to speak 
to the largest possible audience. 
Any form or chosen style may be 
very good advertising, as this may 
be considered by the general opin- 
ion in the office; but the chances 
are it will be very differently re- 
ceived by the public which is not 
supposed to know so much of the 
science. The very features that 
speak well for an advertisement in 
the office may be entirely overlook- 
ed by the class of people it is de- 
sired to interest. 
* 4 * 

The wise advertising man will 
open his mind to all styles and 
forms of publicity without having 
to depart se his specialized field. 
There are more ways than one to 
fill up newspaper, magazine or 
booklet space, bill boards and car 
signs. So many people fear to 
have their advertising considered 
undignified that they forever pur- 
sue the same narrow path, which, 
unknown to them, runs in a circle. 
To make advertising answer only 
the dictates of your personal tastes 
is an error and a reflection on the 
discerning abilities of the public. 
The ad man has a trebly difficult 
task, for he must be himself, the 
firm whose product he is advertis- 
ing, and the public at large. If he 
cannot enter into the same spirit 
and see his advertising from the 
same standpoint of the two last 
named, his publicity efforts will 
either over or wundershoot the 
mark, but never hit it. 

* ” 


The advertising matter proceed- 
ing from large offices should be 
frequently submitted in a casual 
way to office assistants; preferably 
to such whose tasks have no di- 
rect relation to the making of an 
ad. Public opinion in the office 
represents public opinion at large, 
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‘Men whose whole time is spent in 
planning, writing, laying out ad- 
yertising matter, and buying space 
are in constant danger of over- 
cultivating the scientific-pnilosoph- 
ical side to the detriment of the 
human nature elements. Advertis- 
ing men of all people should be 
sufficiently tolerant to recognize 
the good points in a style of ad- 
yertising opposed to their own pre- 
ferred kind, and wise enough to 
use them whether they agree with 
their personal preferences or not. 


On July rst Mr, J. Keeley became 
publisher and managing editor of the 
Chicago 7ribune. He had been that 
paper’s managing editor for five years 
past, and prior to this held various 
positions on the same paper. He isa 
young man, and his steady rise is a 
testimonial to his energy and ability. 
Mr. H. W. Montgomery, the former 
publisher, has joined forces with the 
Philadelphia Record. 





THE Sunday School Times, dat- 
ed Philadelphia, June 13, 1903, con- 
tains the following paragraph of 
interest to advertisers: 

The Sunday School Times has had 
recent indications of a keen Sunday 
school interest on the part of thousands 
of workers. Since February 1, more 
than thirteen thousand new subscribers 
have been added to its subscription list, 
largely because persons are interested in 
the work that the paper is presenting in 
many special ways from week to week. 
A substantial increase in the circulation 
of a Sunday school teachers’ periodical 
may properly be taken as signifying a 
live interest on the part of the workers 
in the work itself, as well as an appre- 
ciation of the paper to which they sub- 
scribe. 
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THE Tacoma, Wash. Daily 
News sends out a mailing card en- 
titled “A Story Without Words.” 
A large halftone gives a_ vivid 
picture of how the News is car- 
ried every afternoon into the 
homes of Tacoma and its suburbs. 
It is an advertisement which would 
look splendid on the double center 
pages of Printers’ INK. 





Mr. HucH WALTER MontcomM- 
ERY, former business manager of 
tae Chicago Tribune, is now with 
the Philadelphia Record and it is 
said that in that office he is the 
whole thing. Notwithstanding this 
assertion, Mr. Joseph Cashman, 
who was once the New York rep- 
resentative of the Chicago Tribune 
and who went to the Record as 
business manager some time dur- 
ing the latter part of last year, is 
still there and appears to hold pre- 
cisely the position which he at first 
assumed. 











NEWSPAPERS are printed in the 
United States in the following for- 
eign languages: Arabic, Armenian, 
Bohemian, Chinese, Croatian, Fin- 
nish, French, Gaelic, German, 
Greek, Hebrew, Hollandish 
(Dutch), Hungarian, Icelandic, 
Indian Languages, Italian, Japan- 
ese, Latin, Lithuanian, Norwegian- 
Danish, Polish, Portuguese, Rus- 
sian, Servian, Slavonic, Slovenian, 
Spanish, Swedish and Welsh. 
Those printed in German consid- 
erably outnumber those printed 
in all the other languages com- 
bined. 





The Chicago Tribune. 


Orrioe oF Twe Managino Eprror 


Chicago,Ill. June 25, 1903. 


I might say that each week for 


the five years I have been muaging editor of The Tribune I have read 
the "Little Schoolmaster." Naturally I have had nothing to do with the 
advertising and so have been unable to profit from its instruction, 

but now that I have assumed a dual fole--that of publisher and managing 


editor--I shall read it with deepginterest each week. 
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WITH ENGLISH ADVER- 
TISERS. 


By T. Russell. 


An advertiser who can insure 
the confidence of the public in his 
goods, his methods and himself, 
has won a considerable part of the 
commercial battle. It isn’t the 
whole battle; but many advertisers 
who have had all the rest of the 
outfit, have failed for want of pub- 
lic confidence. This confidence, 
never very difficult for a retail 
trader, keeping store, to secure by 
right methods and right goods, is 
a much more serious proposition 
for the advertiser who deals with 
the consumer at arm’s length, with 
oné or more intermediaries be- 
tween himself and the latter. Real- 
izing the facts, advertisers in this 
country are making prodigious ef- 
forts to reach out for confidence, 
and a method which has made 
great strides of late years is the 
principle of what Mr. Powers calls 
in one word (he was ever an econ- 
omist of diction), “moneyback.” If 
the purchaser isn’t satisfied with 
the goods, he is authorized to re- 
turn them, and his money will be 
refunded. On gemeral principles 
it is difficult to conceive of any 
claim which ought to be more cer- 
tain of attaining the contemplated 
object than this one. It represents 
so magnificent a confidence. Not 
the advertiser, but the purchaser is 
made the judge. “Money returned 
if not as represented” is an old 
offer; and, fundamentallv. this 
ought to be enough. But this of- 
fer, either because it has not been 
liberally interpreted, or because the 
public has thought it wouldn’t be, 
does not, in a large proportion of 
cases, do the business. Obviously 
there is room for difference of 
opinion, for argument, for quibble. 
What one man may consider as 
corresponding with representation 
may not appear so to another; and 
a perfectly honest advertiser might 
find himself unable to agree with 
a purchaser equally honest, if cor- 
respondence with description is the 
test. Moreover, where it is a ques- 
tion of a consumer at one end of 
the country dealing with a man- 
ufacturer at the other end of it, 
the public, not well trained in busi- 
ness, not well situated to size-up 
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the probabilities of a commercial 
proposition, is not easily satisfied 
by a vague promise to do what, 
after all, if anyone cared to use 
legal means, all advertisers could 
be compelled to do—namely, undo 
a bargain if obtained by muisrepre- 
sentation. 
« * * 


This has been recognized, and 
the thing has gone a step further, 
The pioneer of the movement, | 
think, was the Bromo Seltzer Com- 
pany, whose agent, Mr. J. M. Rich- 
ards, one day came out with a per- 
fectly plain straightforward offer. 
He printed this offer: 

If three doses of Bromo Seltzer fail 
to cure any headache, however caused, 
the purchaser may take the rest of the 
bottle back to the chemist from whom he 
purchased it, and we authorize the lat- 
ter to refund the full price paid for it. 

Here was no room for argument, 
no question of correspondence with 
a distant place. The liberality of 
the offer is conspicuous. It was 
perfectly open to anyone to cheat. 
I might have used, and been bene- 
fited by, Bromo Seltzer, but, if I 
preferred to have my _ headache 
cured free of charge, I had only 
to lie about it, and I would have 
my money back. I am in a posi- 
tion to state, from what he has told 
me, that it is practically unknown 
for this money to be claimed. 

* + * 


The same plan has been adopted 
by numerous advertisers, among 
the most conspicuous ‘being the 
Fels Naptha people, and the ex- 
perience of all has been the same. 
If you have honest goods to sell, 
you can safely offer money back in 
conditions which leave you open to 
wholesale pillage. The Fels Nap- 
tha people (why do they spell 
Naphtha “Naptha” I wonder?) do 
not ask to have the balance of the 
soap returned. They do not, so 
far as I know, even demand proof 
of your having purchased any Fels 
Naptha at all. You have simply to 
go to a grocer saying “I have had 
some Fels Naptha soap; I didn’t 
like it. I want my money back” 
and you get it, the Fels Naptha 
people making it good to the gro- 
cer, on your word and his. But 
the fact is that the people do not 
abuse this confidence. No one asks 
for the money. The fact is no 
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doubt a testimonial to the merits 
of Fels Naptha soap; indeed, isn’t 
the very offer a testimonial? I 
don’t see how anyone could help 
believing in goods thus confidently 
advertised. I find it even difficult 
not to believe in Fels Naptha my- 
self, notwithstanding the fact that 
I caused it to be tried in my own 
household and the report on it 
was highly unfavorable. I didn’t 
send for the money back; it was 
easier to believe that there was a 
mistake somewhere, or that my 
people didn’t use the soap right. 
* * * 


Now, observe where all this 
leads. The public doesn’t, in fact, 
pillage a trusting advertiser. The 
public, take it “by and large,” is 
honest. Realized in its fullness, 
this is a magnificent piece of ad- 
vertising information. There is 
one concern which has known it 
for a long time—a firm of fine-art 
photograph dealers, Erdmann and 
Schanz, who have for years been 
advertising their willingness to 
send a selection of pictures to any 
address without deposit or cash 
put up, for the addressee to choose 
from—he retaining and paying for 
what he wants, and returning the 
balance. But the concern which 
has made the greatest use of the 
public honesty is the Clark Com- 
pany—the American firm which 
started the business of selling 
books like the Encyclopedia Bri- 
tannica, the Century Dictionary, 
and so forth—books worth up to 
two hundred dollars a set, on the 
installment plan, forwarding the 
whole of the goods without scruple 
to all applicants and receiving 
small monthly sums—in some in- 
stances extending over four years. 
The Clark Company, for some rea- 
son best known to itself, works in 
the names of various newspapers. 
The Encyclopedia is run through 
the Times, for example, and the 
advertising by which this and other 
publications of the same concern 
are supported is far and away the 
best of all the advertising which 
has appeared in the press of Great 
Britain for the last few years. 

* * * 

Nor has the discovery that the 
public can be trusted been lost on 
advertisers generally. Gold watches, 
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jewelry, and a vast number of 
other things are now freely offered 
for sale on the same conditions as 
the Encyclopedia Britannica, and 
I have never been able to learn 
that anyone has found the plan 
either dangerous or unremunera- 
tive. One very great effect of this 
scheme has been to demonstrate 
that confidence begets confidence. 
If you show confidence in the pub- 
lic, as the Bromo Seltzer people 
did, and the Fels Naptha Com- 
pany, and the Clark Company, the 
public returns the compliment. 
Rightly appreciated, this is one of 
the most useful facts for an ad- 


vertiser to know. 
rt re 


POST GIVES FULLER PAR- 
TICULARS. 


Mr. C. W. Post of Battle Creek, 
Michigan, grown restiye under fre- 
quent repetition of the story how 
his fortune was made by credit 
and favor extended to him by an 
advertising agency, authorizes the 
following statement: 

When the Postum business started, Mr. 
Post was enjoying an income of about 
$10,000 a year, and had in his possession 
about $150,000 in securities. The com- 
pany was commercially entitled to credit. 
No extension was ever asked and no 
bill ever went unpaid when due. No 
money was ever loaned to Mr. Post by 
uny advertising agency. No agent or 
agency ever wrote his copy. No agency 
ever promoted his business. The adver- 
tising agents acted simply as brokers or 
agents contracting for space, checking 
bills and paying; the contract being to 
turn all commissions and rebates over 
to Mr. Post and charge him 10 per 
cent for the service rendered. There 
came a time when the agency was heavily 
embarrassed financially and some publish- 
ers running the Postum business did 
not receive pay from the agency, for 
their service, although Mr. Post had 
paid the money into the agency. This 
was naturally rather a bitter pill to 
swallow and he at that time seriously 
considered the withdrawal of his busi- 
ness, and placing it direct in order that 
publishers might be assured of receiv- 
ing their money. But such a step at 
such a time would have seriously crippled 
the agency, and, under an agreement 
from publishers to extend time to the 
agency, Mr. Post permitted his account 
to remain in the hands of the agency 
and thus by the combined action of 
publishers and advertisers the agency 
was saved. 

Mr. Post desires it to be under- 
stood that: 

He invented his own articles; organ- 
ized his own business; wrote his own 
copy; paid every bill exactly on the 
day due, and borrowed nothing at any 
time from any advertising agent. 
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TO REORGANIZE THE NEWS- 
PAPER. 


New York City, June 29, 1903. 
Editor of Printers’ Ink: 

In a late issue, one of your corre- 
spondents made reference to my plan 
for the make-up of a newspaper. It 
is a curious feature in humanity that 
when a_ new thing is prepares the ma- 
jority discuss it tor what it is not. \ 
number of criticisms on the proposed 
method of alternating reading matter 
with advertising dwell heavily upon the 
supposed prostitution of the sheet by 
“ Black Cuts,”’ ‘‘ Screaming Display’’ and 
deprecate the movement that it is claim- 
ed will rob the reader of the right to 
the enjoyment of supposedly valuable 
unpaid matter. Continued iteration is 
necessary to place the new subject in 
the minds of some people in an under- 
standable way. 

I maintain that .no publications are 
more readable or better received by the 
general public than such as run alter- 
nate columns of reading matter and 
carefully edited, artistically set up ad- 
vertisements. (I hope the gentle reader 
will understand and digest these quali- 
fications). Note Ladies’ Home Journal; 
H’oman’s Home Companion;  Satur- 
urday Evening Post; Success, and others 
like. But the newspaper that undertakes 
to follow this idea and set up “Scream- 
ing Display,” ‘‘ Villainous Black Cuts,” 
or miserably worded announcements wil! 
fall short of the model newspaper of the 
future. 

It is a fundamental truth that the left 
side of a newspaper should begin with 
pure reading, and that humanity as 
a rule tire of news matter after a bit 
and welcome a change to easily read 
and pleasing public announcements which 
offer a variety of articles, and conse- 
quently a change in the thought of the 
reader. hese advertising columns 
should be only a column wide as a rule. 
I think perhaps on some of the pages 
on extreme right hand side, double col- 
umn might be permissible. The idea is 
to condense the announcements, save 
white paper and the necessity that now 
exists of reading through the tremend- 
ous volume of spread out rubbish in 
order to discover what the entire paper 
contains. 

A small announcement well worded, 
where people read it, will often sell as 
many goods as a full page of “Blow” 
in black ink and white paper. For it 
is only the thought contained in the 
announcement that carries weight and 
conviction. 

True, the price for space would have 
to be greatly increased by, the decreased 
space devoted to advertisements. It is 
funny enough to an old advertiser to 
read the announcement of newspapers 
glorying in the great number of columns 
of advertising they are carrying each 
day. Such statements may draw inex- 
perienced advertisers; but they are in- 
clined to send the old advertiser away. 
for he knows by bitter experience that 
his matter might be lost in such a crowd. 
But under the new method where ad- 
vertisements occupy much less space anc 
everyone has position alongside of pure 
reading matter and everyone careful!v 
edited and the majority accompanied 
with attractive, entertaining and instruc- 
tive pictures, I believe the advertiser 
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will gain more return for his 
the newspaper present a vastly 


money, 
; : better 
appearance, and save its publisher much 
money in the way of paper and ink. 

I certainly do not expect publishers 
to immediately overthrow their present 


arrangement to follow my advice. The 
suggesuon was put out originally as a 
result of some thought on the subject and 
it is worthy of considerable thought. 
It will not answer to say that such 
prominence to advertisements will pros. 
utute the sheet. The majority of the 
readers instead of considering it a pros- 
titution would in my opinion, welcome 
the variety and attractiveness; and they 
certainly evidence their liking for alter- 
nate news and display as shown by the 
tremendous popularity of the class of 
papers exampled by the Ladies’ Home 
Journal, I think the actual facts thus 
demonstrated flatten out such criticism 
completely. Yours truly, 


++ 
A BIRTHDAY PRESENT. 
“THe CENTRAL STATION.” 

220 Broadway. 
New York, June 2s, 

Editor of Printers’ INK: 

I inclose you herewith $5, in cash 
for one year’s subscription to PRINTERS’ 
INK commencing with the issue of May 
27th. I noticed in the issue above re- 
ferred to that out of a list of seventeen 
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journals appearing therein, that only 
eight were entitled to a postion in the 
“Roll of Honor,” of which eight the 


Central Station is one. This is a source 

of gratification and the publisher feels 

very much honored, especially as this 

comes on the birthday of the paper, it 

being two years old to-day. It will en- 

deavor to merit your continued approval. 
Yours truly, 


THE CENTRAL STATI N, 
: 7 lisher 


EASY QUESTIONS. 


Trumanssure, N. Y., June 27, 1903. 
Editor of Printers’ INK: 

I find that I have some queries which 
I wish the Little Schoolmaster would 
answer; namely, should the concern’s 
name appear at the top of a small re- 
tail advertisement? Where can I se- 
cure specimens of the different type 
styles? 

Your peper is proving a great help to 
me and would advise every young 
adwriter to subscribe 
assistance. 





if he or she needs 
Yours very truly, 
Epwarp A. 

If this adwriting genius would 
gain access to a copy of some good 
daily paper and also send for a 
type founder’s circular he would 
then, with a weekly copy of Print- 
Ers’ INK, have everything he needs. 


Gray. 














ADVERTISING WALL STREET. 


New York, June 7, 1903. 
Editor of Printers’ INK: 

The present condition of the New 
York Stock Market with the extremely 
low levels of securities at this period 
of the country’s prosperity not only 
astonishes those most familiar with mar- 
ket movements bue offers no explana- 
tion to account for the steady crumbling 
of prices. 

he situation is unique. The weak- 
ness cannot be assigned to any unsettle- 
ment resembling the disturbances which 
precipitated great declines in the past. 
The failure of the Marine Bank in 
1884, the apprehension due to the cur- 
rency situation in 1893, the consterna- 
tion over Bryanism in 1896 and the 
struggle for the control of Northern Pa 
cific in 1901 were all naturally followed 
by panicky reactions in financial centres, 
but the existing weakness which records 
lower levels in the majority of stocks 
than were reached during the worst in- 
dustrial and financial disturbances puz- 
zles the profession of the “tape.” 

The condition of the country is good. 
The era of prosperity continues un- 
diminished. The unfavorable climatic 
conditions in certain parts of the coun- 
try, the demands of labor in other sec- 
tions, the lateness of crops or the re- 
cent inflation of cotton are of serious 
and principally of local import, but 
no one of them stands prominently as 
a cause of sufficient magnitude and in- 
fluence to place the market in its pres- 
ent state of approaching demoraliza- 
tion. At the same time money is easy 
and without signs of immediate harden- 
ing. Railroads throughout the country 
publish monthly reports showing un- 
parallelled increase in earnings. At 
present quotations investments in many 
high class, dividend bearing securities 
vield from 10 to 15 per cent per annum. 
The latter status is not unheeded, for 
large conservative interests as well as 
prominent insurance corporations have 
concluded that prices are widely out of 
proportion to values and are quietly ac- 
oe ey | large blocks of gilt edged 
stocks at bargain prices. 

The support which is most eagerly 
sought to check the present downward 
trend of prices and promote a_ bull 
movement is dependent upon the attitude 
of the public, but it is admitted that the 
public now shows a decided lack of in- 
terest. 

Herein lies the opportunity for the en- 
ergetic advertiser. Brokerage houses 
are everywhere deploring the falling off 
in their business due to the absence of 
public buying, yet there is a striking de- 
crease in the amount of advertising done 
by these concerns as well as a conspic- 
uous absence of advertising of that char- 
acter designed to influence public buy- 
ing. If the public is not conversant 
with the favorable conditions for invest- 
ing it must be advised. Bankers, brokers, 
syndicates, capitalists, pools and all other 
operators would welcome a bull move- 
ment and express themselves freely that 
one is due, but they are powerless with- 
out public sentiment. The daily pub- 
lication of quotations and the matter-of- 
fact statements of market conditions 
are not sufficient to attract the needed 
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support, for inducements must be put 
in plain terms. 

A large volume of advertising by 
brokerage houses was in evidence in 
the daily papers during the boom of 
1901, and its influence was reflected in 
the marked activity of public buying 
at that time. Actual bargains stimulate 
the greatest powers of an advertiser and 
having at his command such inducements 
as Wall Street now offers the energetic 
writer can not only secure the confi- 
dence of prospective investors but can 
attract business to the house he repre- 
sents as well as to the entire market. 

Plain, straightforward statements of 
fact with inducements citothed in fan- 
guage becoming to the importance of fi- 
nancial enterprise, not omitting the fact 
that the present is the opportunity to 
secure legitimate bargains is the ad- 
vertising that has supported Wall Street 
in the past and is again the resort best 
adapted to inaugurate an improvement 
in prices. Yours truly, 

J. F. Brommer. 


a a 
DENIES BRAINS. 
JoHN WANAMAKER, 
Broadway, 4th Ave. oth and roth Sts. 
New York, June 29, 1903. 
Editor of Printers’ INK: 

Brains are not at all necessary to 
win in the advertising contests in Print- 
ERS’ INK, as is fairly demonstrated by 
the award in the issue of June 24th. 
lf you will refer to the foot note in the 
Philadelphia Wanamaker Page of May 
13th, you will find the text of the Colby 
dvertisement which was this week’s prize 
winner. I think some other competitor 
who writes his own advertising has a 
right to expect a reversal of the decision. 

Very truly yours, 


Advertising Manager. 

4 ti i 
TIME spent in thinking about your 

advertising isn’t wasted. 
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THIS PAPER GUARANTEES “LARGE RE- 
TURNS.” 
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THE NEW _ORLEANS “TIMES- 
DEMOCRAT.” 


New York, June 26, 
Editor of Printers’ INK: 

In your issue June 24th you place 
among the list of newspapers that are 
entitled to your classification of “gold” 
marks the Picayune of New Orleans, 
and make no mention of the Times-Dem- 
ocrat of that city. 

If you will make a critical examina- 
tion of the Times-Democrat and the 
Picayune you must needs come to the 
conclusion that the 7tmes-Democrat 
is far more entitled to be _ indicated 
as the paper having a “particularly hich 
standing” than the Picayune. Of course, 
it is true you qualify the statement by 
saying “the high standing is with ad- 
vertisers.” But advertisers who have 
investigated the situation know as well 
as do the reading and _ad¥ertising public 
of New Orleans and Louisiana that the 
Times-Democrat, for quality as well as 
amount of circulation stands head and 

. Shoulders above the Picayune. Such 
papers as the Atlanta Constitution ad- 
mit as that paper recently did, in an 
editorial, that the Times-Democrat has 
the most able editorials and occupies a 
stronger position than that of any other 
paper in the South. Its news service is 
three times the superior of that of the 
Picayune, as it should be, owing to the 
fact that it spends at least three times 
more money for news than the paper 
you place as having the highest quality. 

The Times-Democrat is the most fear- 
lessly independent of all the papers in 
the United States—its advertising col- 
umns are free from all questionable ad- 
vertisements—it constantly refuses ad- 
vertisements that the Picavune publishes, 
and its moral tone and editorial stand- 
ard are admittedly higher. As to its 
circulation it is the only paper published 
in New Orleans that sends out no paper 
that is not actually paid for in advance 
at $12 per year; it sends no copies as 
exchanges except the paper exchangine 
pays it the difference in the price of the 
two subscriptions. You will also find 
that there are advertisers in business in 
New Orleans that appeal to the high- 
est classes and use the columns of the 
Times-Democrat and do not use those 
of the Picayune. 

There is a name and a history con- 
nected with the Picayune and sentiment 
still attaches to it as a paper long 
identified with the history of New Or- 
leans, but its past reputation is not be- 
ing maintained to-day, it has been left 
far behind by its more able and intelli- 
gently conducted competitor, the Times- 
Democrat. 

Tf these conditions do not entitle the 
Times-Democrat to being considered the 
paper of highest quality of value what 
properly constitutes such a classifica- 
tion? 

Affairs and events have changed in 
New Orleans, as elsewhere, and what 
may have been true twenty years ago is 
no longer so. Times move and with 
them has moved the Times-Democrat 
until to-day it is pre-eminently the pa- 
per, not alone of largest circulation, but 
ef highest value in New Orleans. . This 

can easily prove for yourself by 
taking very little trouble; which, in your 
capacity as guide to the advertising 
world you ought to take, and, thereby, 
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be enabled to rectify an error 

your having followed the old f. ot 
thought rather than of having carefully 
investigated before having made a state. 


ment of eat importance. The “go} 
marks” of quality are far more Pn 
able to the Times-Democrat than to the 


other paper mentioned when viewed from 
resent day facts, whatever might have 
| the case in the days when th 
Nicholsons were alive and were con- 
ducting the other paper. 

Yours truly, 


AQ,. QA. Berane 


Special _ Representative, Ti 
Building, New York. " “= 
a me 
1,700 IN A TOWN OF 25,000 IS A 
CIRCULATION TO BE 
PROUD ; 


PortsmouTH, O., June 23, 1903. 
Editor of Printers’ INK: 

Reading the issue of your journal 
for the 17th of June, I ran across this 
sentence: “Seventeen hundred copies of 
an unsensational daily, in a town with 
25,000 po is a circulation to be 
proud of and Platt & Platt should brace 
up and let it be known they actually 
print so many.” 
_ What puzzles me is, is this the opin- 
ion of an expert on circulation, or 
are you merely trying to “josh” the 
publishers of the Poughkeepsie Eagle 
anto giving a_detailed annual statement 
of circulation? I am interested, because 
if your assertion be made as an expert, 
I could then claim a phenomenal circu- 
lation for the Times, our paper. The 
Times is an unsensational paper; it is 
published in a town, that by the last 
decennial census had but 17,870 popula- 
tion, though it is but fair to say it now 
has quite 20,000. Yet the actual number 
of conies printed and distributed daily 
for the first three months of 1903 was 
2,715. Owing to the starting of a new 
morning paper, which offered two weeks’ 
subscription for ten cents, the same as 
the Times gets for one week, and the 
arrival of warm weather, which always 
shrinks the circulation somewhat, we are 
printing a few copies less each day now. 
However so will more than cover the 
decline. 

More than 2,300 copies are delivered 
in the city by carriers—we have no 
street sales. Naturally the query might 
be put, if you have so many in town, 
why do you not have more outside? Our 
answer to this would be good and suffi- 
cient. Conditions confine us almost en- 
tirely to the town. Our country is 
rugged and its population is rather sparse. 
There are only a few small villages and 
these are quite inaccessible so far as 
getting a local afternoon paper to them 
is concerned. hen the price at which 
we hold our paper, five dollars, does 
not make it a very attractive proposi- 
tion to the farmer, who has been get- 
ting his local semi-weekly for a dollar 
and less. 

T have “meandered” away, I find, 
from asking the information I really 
would like to have: What is really a fair 
average of circulation, in the town of 
publication, where the competition as to 
the number of papers published is not 
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excessive? I understand, of course, that 
the character of the ——_— and 
local conditions will affect somewhat, 
but there should be something of both 
a general maximum and minimum, be- 
nd one of which no paper can 59 and 
Stow the other of which it should not 
Will you tell me what, in aad 
opinion, either of these should be 
Very truly yours, 


A REMARKABLE COMMUNI- 
CATION. 
INTERNATIONAL TYPOGRAPHICAL UNION. 
Los ANGELES, Cal., June 19, 1903. 
Ripans Chemical Co., New York City: 


GenTLEMEN—As you undoubtedly are 
aware, the s Angeles Times is a 
bitter and relentless enemy of organized 
labor and is at present engaged in a 
struggle with the International Typo- 
graphical Union. — ; 

For the past thirteen years the Times 
has continually .assailed the principles of 
unionism and has spared no effort to 
bring labor unions into disrepute. This 
policy of the /tmes is pursued in order 
to defend the position of its publishers 
in employing non-union printers at a 
much less rate of wages than paid by 
union papers. . ‘ 

After due consideration, the Ameri- 
can Federation of Labor and the In- 
ternational Typographical Union have 
decided that the Los Angeles Times 
must be brought to a realization of the 
fact that organized labor has no inten- 
tion of meexly submitting to the venom- 
cus and malicious attempts of that paper 
to crush unionism in Southern Cali- 
fornia. . 

As the only thing that will induce the 
Times to discontinue its warfare on 
workingmen is loss of advertising pat- 
ronage, a vigorous campaign has been 
instituted with that end in view. 

The American Federation of Labor, 
representing over 3,000,000 families, 
has instructed its members to refrain 
from patronizing any commodity adver- 
tised in the Los Angeles Times. Twen- 
ty-five thousand dollars has been ap- 
ropriated, to conduct this movement 
or the year 1903. The assistance of 
all the labor papers of the United States 
and Canada te been secured, and be- 
ginning with June 3, 1903, the names 
of the advertisers of the Los Angeles 
Times will be published continuously, 
with the request that working men and 
women discontinue patronizing their 
products. 

Knowing that you are not advertising 
in the Los Angeles Times, but fearing 
that you may make a contract for space 
with that paper without knowing its 
character, we take the liberty of ad- 
dressing you this communication. 

Trusting that you will receive it in 
the spirit in which it is written, I am, 

Yours respectfully, 


PRINTERS’ INK. 


Outhar, C1. Mey. iz 
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A POINT WELL TAKEN. 
“Bakers’ HELPER.” 
A Monthly eeee “tga Established 
1887. 

Member National Association of Master 
Bakers. Member Chicago Trade 
Press Association. 

: Cuicaco, June 27, 1903. 

Editor of Printers’ INK: 

I have been interested in the series 
of articles appearing in Printers’ INK, 
treating on different classes of journals. 
Presuming it is your intention to thus 
consider all the different classes of 
journals, and the turn of the Bakers’ 
papers will come, permit me to call your 
attention to a matter concerning which 
I wrote last December. 

I take it for granted your purpose in 
the articles referred to is to aid the ad- 
vertisers in djscriminating as they should 
between journals, so as to make the 
most intelligent use of the publicity they 
afford. The point I wish you to note 
is that the bakers’ paper which has the 
largest circulation in this country is of 
an entirely different character from the 
other bakers’ papers among which it 
is listed. The Cleveland, O., Bakers’ 
Journal is the only paper of its class; 
and is designed for and is taken by 
journeymen bakers; it does not pretend 
to go to employing bakers; its aim is to 
foster the cause of the bakers’ unions. 
_ The other bakers’ papers are technical 
journals, circulating among employing 
bakers’ not among journeymen, except 
to a very limited degree. 

The advertisers may and do use the 
Bakers’ Journal to a limited extent, but 
the papers they seek to use the most are 
those which go to the employers, and 
your classification puts all on a par. My 
suggestion is that a word additional be 
attached to the name Bakers’ Journal 
(say “for journeymen bakers” or “‘la- 
bor”), so that when a new advertiser 
looks at the list he will see at once that 
it is something differewt from the others. 

The larger output of bakers’ product 
over that.of confectioners* would sug- 
gest, also, that when the two trades are 
named together, bakery should have the 
precedence. Yours very truly, 





*Census of 1900: 
Bakery products —$175,657,348 
(17th in_ list.) 
Confectionery products—$81,290,543 
(40th in list.) 


It is seldom that an article is ex- 
tensively advertised until it has been 
thoroughly tested and is known to pos- 
sess merits which appeal to the pur- 
chasing public.—Progressive Adverttser. 


Classified Advertisements. 


vertisements under this head two lines or more 
without di. vy, 70 centsaline. Must be 





han in one week in advance. 
WANTS. 


7 ANTED—FExperienced ad ror 
at once, iG ADV. AG’Y. luncieInd 
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ANTED—A first-class su hecrigticn sole 
—to = ‘Address G GROCERY W ORLD, 
Philadelph. 


Eomceric man with $5,000 can secure inter- 
eaical and be ad mgr. 
doc tet rs’ Ink. 


More than ou, 000 copies of the morning ed 
tion of the World are sold in Greater i 
York every day. Beats eats any ' two other papers. 


LDER the better. We \— use a few back 

numbers of PRinTERS’ INK. Send your list 

to Literary aa of “M SERVICE,” 200 
Monroe 8t., Chicag: 


E wish to correspond wi with trade paper pub- 

lishers — 3s putting subscription 

solicitor on the road and sharing expenses. THE 
WESTERN SLATIONER, Chicago. 


XPERIENCED and tent 
man ny = yy ll position, or would 
purchase an rest in p-to-dute weekly. 
Rddress “WALTER,” Printer Printers" Dak, New York, 


wits t rea advertising and subscriptions 
oN Y. and London, Engiand. If you 
have no A representative at these p 
pod into this. =. . i, ice for trade or 
a CMTE ies only. ATLAS PUB. 
BU 7 Spruce St., New St., 


New York, 


6° GPECIAL R REPRESENTATIVE,” 

Room 89, Tribune Bldg., New York, de- 
sires one or more publications for Eastern or 
Western yprchencaenane gg Large ad- 

vans ai ce. Superior service. Rea- 
sonable = E Excellent reterences. 


ee te ~ yg fr WANTED — Reliable, up- 
to-date m: address, to take com- 
=< Rm 





set’ e book and job p: ia 
ractical, sober and thoroughly — 
stand corhnating’ References required. 
position for right party. Dre y. Drawer M, ‘Atlanta, Ga. 


OSITION WANTED—Is Is our circulat'on sat- 
py A, Is it possible for an energetic 
youne ith thorough knowledge of circu 
~+- maprove iy it? I want opportunity with 
ro 10 iw Ae ag, + on. ferences - 


xville, Tenn., Sentinel 0 Record-Her. 
KENNETH F- en ERS, me Onion Ave., 


A N OPPORTUNITY IS OPEN. 

The difficulty is to find it. Do you know 
where itis? Wedo. We need competent high- 
grade men to fill positions that we have open for 
eo advertising men, superintendents. 
etc. Technical, sexecutive and clerical men of ali 
kinds If om are rested write for plan and 
booklet. Tae , 309 Broadway, New 
York ; honwtnock Bide. cl Bh hicago , Pennsylva- 

nia Bidg., 


Sx SALESMAN WANTED. 
Boi!) — room pretty soon for a good 
oman woe an seen the best 


tn our methods 

Stim Secon “po vertising We do 
not care whether he oe sold advertising or 
not. ae proposition is so — ie and so sensible 
that it does not take long to learn it. But the 
Sian ao tant eenas howe a tenet aoa successful 
salesman in some line—must be clean, forceful, 

sensible and willin to work hard. Such a man 


can advance ra . Btate age, experience and 
"7 BATES ADVERTISING COMPANY, 
Chas. Austin Bates, 


182 William 8t., N. Y. 


W In the ublication a of a large 
canul facturin 


qpechinery ing consern, . , Ra 
Eng! & young man to prepare a rary 
matter, su Dries oll illustrative work, conduct 


the adve ing and manage the printing Office. 
Must techn 'y trained, a master of 
a and phe nee in the work above out- 
rmanent, growing position for the 
Tae Btate experience, submit samples 
ive references and 'y ex- 
Sr g 8.,” care Printers’ 


/ 


PRINTERS’ INK, 








NERGETIC business man, practical printer 
desires i with newspaper as 
or superintendent, “ A.B.C.,” care Printers’ ee 
ANTED, by a newspaper just 
from ‘the Ry ‘™ — 
tion, or if sufficient inducements w 
would buy an interest in the ht "kind ofa 
country weekly. Address ROB: » Printers’ 


<_< o+ 
ILLUSTRATORS AND ILLUSTRATIONS, 


SENIOR & CO., Wood Engravers, 10 Spruce 
H. St., New York. Service ice good and prompt, 


i 
MAILING NG MACHINES. 


THE pecs MATCHLESS Mi ay lightest and 
T . Price $12. E, 
Mfr., 178 Vermont Bt. Buffalo, N. Y¥. 


palette th = = wales 
ADDRESSES AND ADDRESSING, 


AC. aELS typewrit: 
pee guaran z teed BHILaE Ww wiisB Cox 
PANY. tine. ), 160 Williaa 8t., New York. 


——_~+o+—__—_. 
CARBON PAPER, 


1LL exchange a limited amount of carbon 
paper and ty Hi gg ribbons for ae 
space. “CA N,” P. O. Box 672, N. ¥, 





LITHOGRAPHY AND TYPOGRAPBRY. 


Se. . Bonds, Diplomas, 
heads, oe., mg | litiographed an mt 
om ‘orm. nd for nm es. 
TBERT 4 B. pats 


& CO,, 105 William 8t., 
+e 
ELECTROTYPING. 


largest advertisers in the count: Write us for 
rices. WEBSTER, WFORD & CALDER, 4 
Rose St., New York. 


Patras 
PUBLISHING oes OPPORTUNI- 


MERSON = Broadway, ow 
York, se! part of all the 
viass and trade paper publishing b 

anging hancs in this country. To; get in touch 
wae the best things, write him. 


P. HARRIS, 
a large 


ee - 
ADDRESSING MACHINES. 


Ane ma MACEINED—Be type used in 
a ncil addressing machine. A 

ee; asin used by the 

ers ar rongnont the country. Send 
-, 29 Murray 





COIN CARDS, 


New York, 
1,000. Less for more; any printi 
$3 + THE COIN WRAPPER CO.,  Dearoit, Mick. 


$1. 215 "fn 90 per 1,00 per 1,000, ) secording to style, 


desired. 
oat pctical coin mailer made, 
ACME “COIN MAILER CO Burlington, lowa, 


—_—_+o+—___—_. 
MISCELLANEOUS. 
Soho ou want, as os atte as need. 
ACh Leonard ‘sestio tye ic 


each Waraw will he hold i. 
pont hay rawe! base oO) 1. abesens 
Leonard stem for made 
LEONARD 1 MFG. CO., 40 St., @ 
ids, Mich, Circular free, 


2 
SUPPLIES. 
Reverneads EXPENSES—Linen a aype pes 
juan 
M. Samples. tee That ES Pro. HOUS won 7 conta Pet 
W D. WILSON PRINTING INK CO., Limited, 
om, = 17 7 bereee 8t., New York, sell more m 
— s than any other ink house in in the 
Special prices to cash buyers. 


















STOCK CUTS. 


ETTE STOCK CUTS, suitable for 
Stet er sper advertising. STANDARD, 61 


LETTERS. 
ETTERS—All kinds received 


om ae 
vertising wanted and to let. hat have 
Lita aewhes nied do you wage MEN OF LET- 
TERS, 595 595 Broadway, ow York. 








FOR _EXCHA CHANGE. 
a, complete set of the Colum- 
an Cyclopedia, 


werent eae! Geman 
, Sharpsburg, Ky. 
HALF-TON TONES. 
Newer Ares. R HALF-TONES. 
Delivered w when asicn tt Ae the order. 
ENOXY Vi ILLE ENGRAVING CO., Knoxville, Tenn. 


——_—_ +o o—__—_ 
BUSINESS OPPORTUNITY. 


N active partner r wanted | in well established 
ine — job printing business. Month- 
addition to profits from the business. 
Asplendid opening for the right par: 


Corre- 
ndence solicited. THE C. B. CARTER CO., 
Enoxville, Tenn. 


——__+o>—__— 
ADDRESSES FOR SALE. 
M4nixe: LIST 25 thousand farmers and heads 


Ail in Southern Staees. Recently com ited at 
norms expense. What do you offer! LUCIUS 
NSFIELD, 100 Carter St., ttanooga, Tenn. 





NEWSPAPER BARGAINS. 


WO exceptional opportunities for sober, in- 
ustrious and practical newspaper men, 

with ‘as low cash on hand as $1, e in New 
York State, one in Maine. Men wanted full as 
much asthe money. C. F. DAVID 
Several of ropositions now 





PoP 


oe SS SR ae 
DECORATED TIN BOXES. 


kage ofttimes colts it. 
ne how beautifully tin 
and how cheap they are. 
until you get our samples and quotations. Last 
year we Tomy Le canen many other things, over 
ten millio: —, and five jon ¥ 
ae boxes ba pang for the tin desk re- 
minder called “ Do I It Row At is free; so are 


” MAMRHICAN STOPPER CO} ER COMPAN Y, 


Brooklyn. New York. 
The largest ‘makes of Tin sted outside of the 


PRINTERS. 
A 3 a Ww 
Be. ona ion. rite for booklet. 
aah. 


Write STEW 
Pho tes Neb., for ne 5S lodge et eataiogwe 3 
1,000 LETTEREESDS billheads, business 


4 or weave 1.25; 5,000. 
” 
> » cash PRINTER? Nicholas 


a oe enema hy 
TP he se an estes here you are, try us. 


inti 
PRINTING CO. Ib Vandewates St. ey 


odin te in 


RT PRESS, cage - 





New York. 


PRINTERS’ INK. 


TON 






PREMIUMS. 
pay a AE cat. 
tres. W. F. CREAGAN, 9 Gilpin PL, Chicago. 


ELIABLE 
sands of 


lines. 500-page list ice illustrated 4 
published annually, issue now ready; 
F. MYERS CO., 46w, 48-00-68 Maiden Lane, N.Y. 








BOOKS. 


Pamtzs HELPS AND HINTS, 25c. Circular 
free. KING, Printer, beverly, Mass. 


be sch ae and Practice of Advertising,” first 


yy coma In 
savers? San Ry  SPORGE 
PWAGEN EK, A. M., ST suthor Dept. P. 
WoW AGENSEL 
OK merchants—advertisers—attractive illus 
trated booklet on live be Somes, to 
connect a with. Customers will value 
it. MORRIS AD. "COMPANY, 207 
W. %3d St. .» New York. 
ee Y ADVERTS a -—* a book 
for merchan' advertisers who 
a ae ads. “ta pac of spic need 
nes, parses, os argumen' , 
By mail, $1. H.C. RO LAND, Pub. mente, “etc. 
66 L=AEx LETTERING.” Write Show-cards. 
Our book of Sample Alphabets, Rules and 
t= Complete Instructions enables you to be- 
tt come a proficient show-card 
2 reasonable a¥y me yt Mailed 


50 cents. 
EF, ceipt of 


‘or & Chart and 
neral Lay by mo ee cou coupon entitling 
you to buy the ‘or 40 sent on re- 

ceipt of =: cone ts or ‘ec. sare. 
06 FU LTON ST., Nk ORK. 


+ 


FOR SA 4LE. 
pocend pend type. 
F° ba PRINTER.”  Riehobacuiie s 


— a A 9 ag iy  awee job 
i send for i for, bangain list. St RICHARD PRESTON, 
L Oliver St. 


L of Multipolar Electric Electric Motors for 


presses. Sizes 2 
weation. ey 
C WOKKS, C ago, Il. 


DEMOCRATIC newspape 

a, Seed Western — 
barge. easy. Address Mi 

NANNIE RY TLETT, rT, Princeton, Ky. 


42 X G0 seer stor ten Tanita 
wy Bere Seek. Rice, 





print- 
to 20 ices on 
s TAMPING AND ELEC. 

, 7 years of8. & old, - a 
y, town, Croulets 


press for boo 
RRD PRESTON, Ie? Oliver & “Oliver Bi 


OE DOUBLE CTLINDER, Rie or without 
roony pom gy & = 


pa 
ioe Oliver Bt, 8t., 
OR SALE— Adjustable Simplex Ty 

Machine in vasa rey ition. — 

hundred pounds of machine pe, bee gee and 

primer. The primer practically A bar- 

gis for cash and a quick sale. ‘Address THE 

ALD CO., Huntington, V W Va. 
F°%, 


a, ond ve weekiy now gieacns 
r year; 0! r = 
Pm rondpoumaie = yl -- 

anet 15 years; 


a growing ; 
poli itics ; owners have festern business - 
tating remo 


$8,000, lo: time. 
ticu lculars by add: 
Printers’ Ink. : 
proesat SALE—One of the best 
positions we know of. 


waste made pact, ,five months 
me of the best 





JACKSON, 


tate journal 
Advertising on 
aggregate $4,250. 
lear $6:000 per year 
e other 
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CALENDARS. 


OST artistic line of Met foepeie fee calendars 
ever eared. ma 5) for 


Bat Deck: 14, St., ie "York City. 


—_—~+or———__ 
ADVERTISING NOVELTIES. 


G finely-cut steel nail file in leather 
—= a” —"¥ .*, 1,000 $30;ad on. J.C. 
KENYON, * Owe’, N.Y. 








APEROID Pocket Wallets, 4x7, 1,000 for 
ect neato ** Wear lke lea the er.” FI KR 
& SON, 5th above tnut, Phi hi 
ON’T mail circulars in alars in envelopes my new 
novelty mailer costs less and FADE, tter 
results. Sample free. Address A. MUS am- 
mond, Indiana. 


I tp 4 BOVELAIES | which in reality 
adv: necessities. Hoag C r38° 
oods only. THE WHITEHEAD & 2 


ewark, } eh Branches in all large ci 





ADVERTISING MEDIA. 


10 r line for advertising in THE 
JUNIOR: Bethlehem, Pa a. 


A Oraetuees GUIDE, New Market, N.J. A 
postal card request will will bring sample copy. 


A*® person advertising in in PRINTERS’ INK to 
the amount of $10 or more is entitled to re- 
ceive the paper for one year 


OULTRY NEWS, 25c. year ; ad rate 5 cents 
te line. Cireuiation 2.2580 monthly. 
wits & METLAR, New Brunswick, N. J. 


HE BADGER, 300 Montgomery Blidg., Mil- 

waukee, Wis.,8 family monthly, circulation 

general, 45,000 copies, rate 20 cents a line. Forms 
close the 24th. Ask your agency about it. 


7 TALK, Ashland, Oregon, has a guaran- 

teed cireulation of 5500 copies each issue. 
Both other Ashlan: iy are rated at less than 
1,000 by the yt 5 un Newspaper Directory. 


NLY 50c. r line for each for each insertion in entire 

es - 1 Song J papers, located mostly in 

New Jersey and Pennsylvania. 

Non PRINTING CO., 15 Vandewater St., N. Y. 

peer yoer oi in the POST. It reaches “a 

thousand readers among the ee 

cultural class every week. 20 cents an inch i. 

| — ALE 5 Fan my a line, reading. POST, Middleburg, 

ennsylvania. 


$10 








WILL pay for a five-line rho 


four weeks in 100 Illinois or Wisco) 
weekly newspapers. HICAGO NEW SPAPER 
UNION, 10 Spruce St., New York. tulogue on 


application. 100,000 circulation weekly. 


oa. circulation, 15 cents 
That’s the PATH- 


Patronized by all leading mail- 
f you are advertising and do not 
know of the PATHFINDER, you are missing 
something good. Ask for — e rates. 
THE PATHFINDER, Washington, D 


—__- + -—_—_ 
ADVERTISEMENT CONSTRUCTORS. 


AIL-ORDER ADV’G written and a 
EUGENE KATZ, Boyce Bidg., Ch ‘ 


a and cuts. new daily. Re- 
tailers and bankers should use the best 
Moderate prices. ART LEAC LEAGUE, New York. 


ENRY FERRIS, his mark, 
918-920 Drexel Buildin , Philadelp ja. 
Newsparer, magazine and - an ‘trade paper ads. 


WILL mail 4-in. sample Ad to Presgtete eee 
send stamp. H. B. T B. TRUNDLE, Da le, Vi 


EWSPAPER advertising for sate edn 
Effective, pred service at nominal rates. 
A. OWEN PE)? NY 9 a9 Capitol St., Wash’n, D. C. 


END me data ant size of space and I'll write 
youa — le ad ane gate prices for doin 
rs. Jeork by the otagies or week. CLARENCE 
OWEN, Hudson, 


— + parel ads that sell goods are the 

urley constructs. They’ve brought 

| gon returns for others. Why not for you! J. 
HURLEY, 203 Kenton St., Cincinnati, Vhio. 


PRINTERS’ INK. 





@008 ads for! a_ grocery $1.00. 
100 “Sait Ps toronto 
DYERTIBEE 3 TS,bookle folders, written 
and printed. SELLER 
Middleburg, Guta. 
A ADWRITING. 
JED SCARBORO, 
6574 Halsey St., 
Brooklyn, New York. 


OFFER —10-line single column dis; 
set in we type from your copy oiey ad, a4, 


$1 


trot; nd money with order. HENRY 
KUESTNER, Adsetter, 97 Reade St., New wre 
me advertising aggress 


g aggressiy 
We construct profitable kin kind ocle only. 
Write THE AD-SHOP, ‘69 Jefferson Ave., Jersey 
City pao, o Jd. , for booklet, * Shavings From 
an Ad-Shop. 
ADBUILDING THOUGH 

A booklet of ins —_ ~y dull days of 

adwriters and som yy a 


selling arguments 
Fifty oe. H. D SNYDER’ Ste Station RY Phila- 


delphia, 


P 


mean 


PERSISTENT PUBLICITY, 
a's A ay PREPARED 
ES PROFITABLE. 
POSTAL SROCURTS PARTICULARS. 
PERKINS, 
257 Atlantic Ave., Boston, Mass. 


A WRITERS and designers should use this 
column to increase their 4-y- The 
price is only 10 cents a line, aS be cheapest 
of any medium published considering circula- 
tion and influence. A number of the most suc- 
cessful adwriters have won fame and fortune 
through persistent use of this column. They 
began smail and kept at it. You may do like- 
wise. Adder orders, PRINTERS’ INK, 10 Spruce 
St.. New York 


“ A ADS attractive, pointed, terse. 
P Ads _ bright and flowing verse. 


Rin; Bipeaeen 2 Tossing segues, 
~ = cal ass sweet 
rn into the brain, 


a4 that gon't appeal in vain. 
Ads —- Lae in every line, 


Se 
That’s the cas of work done by “JACK THE 
JINGLER,” 10 Spruce St., New York City 


A OVERTISEN ENT WRITERS, especially 
ginners, will have an Saige rs) Bu 
nity to de — ney My thet abi 7, and make 
money by writing to us. will tell you how 
to start a business of a own at home which 
will do more to — your reputation as an 
adwriter than years of ordinary experience. 


Write 
“WELLS & CORBIN, 
Suite 608 Be Mileneiokies Bidg., 


OMMONPL. mm. serene Ton see it 
orgy where. How much does it influence 

out y work is for those who wa some- 
hin, nether than the average. No ad+mithery 
foolishness. No straining after effect. Only 
straightforward, convincing talk and striking 
illustrations — advertising that HITs and HITS 


miSend for my bookies, ee serge’ Goods.” 
DMUND BART 


Advertising Specialist. 
m. Tract Bu Bun Fo New York 


bg YOUR ACTUAL TARG ET. 

You need not give a thought to the pa 
who already knows you and your 

advertising should be aimed exclusively at the 

vast army of those who so far know oe. = 

either, and it is‘ upto you ” to sugges 

ing possibilities to that mass of hitherto | hdiffer. 

ence. In these days of keen and clever compe- 

tition strangers always take your business 

measure” with what you send them—DON’T 

FORGET THAT. For those who don’t forget 

“that” I build on anti-torpid lines. 

logues, rice Lists, Folders, 

Circulars, Mailing Cards and Slips, New r 

and Magazine eR etc., ete. ™ — 


n receipt of of new busi- 
ess | glad) wend mail ales of my “ do- 
ings,” whic. mes create a desire for like 


hings” in “rhe bosom of m By 
—that’s why I send them. 

lease, FRANCIS MA LE 

No. 27. Sansom 8t., Philadelphia, Pa. 


indent 
cards, 














In preparing advertising matter, the 
advertiser should remember that he 
wishes to sell to each customer more 


than once. 


Do not undertake to change a person’s 
religious or political beliefs, nor to sub- 
stitute an undesired article on the plea 
that it is “just as good.”—Progressive 
Advertiser. 


Tuey marched around the walls of 
Jericho seven times each day and blew 
their horns and did it seven days before 
the walls fell—one inch advertisement 
one time, will not pay.—White’s Say- 
ings. 








Displayed Advertisements. 


20 cents @ line; $40 a page; 25 per cent 
extra for specified position—if granted. 
Must be handed in one week in advance. 


CANADA. 


ANADIAN ADVERTISING is best done by THE 
DESBARATS ADVERTISING AG’Y, Montreal. 


New York Dramatic Mirror 


121 W. 42d 8t., N. ¥Y. Established 1879. 


Reaches weekly every manager, actor, actress, 
theatrical employee and the great theatre loving 

oy : every town having theatrical interests 
Inth . 8. See the line of representative com 
ame Sal advertisements now running in THE 
Mirror. Rates and sample copies on request. 

















PRINTERS’ INK. 
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GOOD TIME-NOW 


If you think of buying a newspaper isn’t 
now a good time to do it? Business is 
good, and advertising and circulation are 
both easy to get. A paper well built up 
in both departments now will stand like a 
rock through good times and bad times. 
I have some first-class properties listed. 
They are not calamities which are offered 
to you because no one else can make them 
pay, but are good profitable properties 
that the owners offer for sale,for reasons 
that will satisfy you as they have me that 
the reason for selling is good in each case. 
One of them is an Eastern daily, master of 
its field, paying its owner nearly $15,000 
cash each year, that can be bought right. 
Cash to the amount of $40,000 or $50,000 
will handle it,and the paper will take care 
of the balance—and of the purchaser also. 
This paper is not on the market, but it can 
be had by the right man if he has the 
money. If you are the man and can show 
the money I will tell you all about it. 


C. M. PALMER, Newspaper Broker, 


. 15 Dearborn St., 253 Broadway, 
Chicaco. New York. 





es 


TO THE 


BIBLICAL RECORDER, 


a roy, religious and home 
— ed at Raleigh, the Amor fan 
r Le ny gives a higher 
cirow Jon ra ~ 4s is accorded to 
kly or 


omy St omer wee any daily pub- 


‘NenTs CAROLINA. 











The New “Link the Link’”’ Puzzle. 


“GI MO0TIY 





The most fascinating brain teaser ever in“ 
vented. if you haven’t tried it send 10 cents 
at once for attractively plated samples. 
You won’t regret it. Jobbers and whole- 














salers write for rie. —_ VALLEY MFG. 
CO., MIDDLETOW ONN. 








Ripans Tabules are the best 
yepepsia, medicine ever made. 


A hundred millions of them 

have been solc in the United 

States in a single year. Every 
illness arising from a disor- 
. dered stomach is relieved or 


cured by theiruse. As nearly 
every illness originates from 
the stomach it may be asserted 
there is no condition of ill health that will not 
benefited by the occasional use of a Ripans 
bule. One will generally give relief within 
twenty satamten ysicians know them and 
speak highly of them. The five cent package is 
enough for an ordinary occasion. The Family 
ttle, 60 cents, contains a epee supply 
fora year. All druggists sell 








X-RAY 


CARDS 


For the detection of 


KNOCKERS 


Cheerfully furnished 
FR e F of charge 
for the asking. 
Address’ 


AGRICULTURAL 
EPITOMIST, 


Only Agricultural Paper Edited and 
Printed on a Farm. 


Epitomist .-. Experiment .-. Station, 
SPENCER, INDIANA. 
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PRINTERS’ INK. 








OUR EXCLUSIVE 


The Most Popular Jewish Daily, 








FIELD, 





Southeastern Pennsylvania 





DAILY 
JEWISH 


100,000 INHABITANTS, 








in one of the richest and most pros- 
perous sections of the Keystone 
State. 


employing 20,000 employees, 
whose aggregate wages exceed 


$9,000,000 in a single year. 


Chester : Times, 


has more than twice the circulation 

of any other Chester daily and | 
covers this field thoroughly. Write 
for rates and other information, 


WALLACE & SPROUL, - - Pubs. 


F. R. NORTHRUP, 220 Broadway, 


HERALD 


Established 1887. 


Larg irculation 
1,000 Industrial Establishments ante 


ing medium. 


THE 
Weekly. 


knowledge among the Jews in America. 


M. & G. MINTZ, 


CHESTER TIMES, PROPRIETORS, 


PHONE, 986 FRANKLIN. 
CHAS. R. LONG, Business Manager. TELE 





\]] Reaches more homes than any Jewish 
I newspaper, therefore the BEST advertis- | 


The Volksadvocat 


The only weekly promoting light and 


132 Canal St., New York. 














Circulation Books Open fo 











New York Representative. 

















| 
r Inspection. | 


—___} 
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THE CHICAGO. 
Daily Drovers’ Journal 


FOUNDED IN 1873, 


has behind it thirty years of uninterrupted success and constant 
growth. It goes every day into the homes of over 35,000 of the 
most prosperous and progressive stockmen and farmers of the West, 
who are well-to-do, able and willing to buy. In 1902 more than 
$321,000,000 worth of live stock was sold in the Union Stock Yards 
of Chicago, and this money went into the pockets and added to the 
profits of the readers of THE DROVERS’ JOURNAL. The circulation 
covers the Mississippi Valley States and the great West. Asa me- 
dium for advertisers of farm machinery and implements, land, farm 
supplies and articles for household use, THE DROvERS’ JOURNAL is 
especially valuable, as it is essentially ‘‘the farmers’ daily.”’ You 
cannot afford to overlook us if you want the farmers’ trade. Sample 
copies, rates and full particulars upon application to 


THE DROVERS’ JOURNAL, 
Union Stock Yards, ‘ ° Chicago, IIl. 
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Congregations 
Ina Class for Advertisers 
B Itsel e PP gelighens weeklies are of the great- 

y self. use to advertisers in their congrega- 


tions they speak every week to 
That’s the position occupied Over 200,000 Religious H 
BY Let us tell you about these people who 


have money to spend for their needs 
who buy at all seasons. 


The German 
USINESS 
Daily Gazette [3 RINGERS] 


At least 50,000 Germans 
read it daily and read no other, 








































PUT THEM ON YOUR LIST. 









Age, Years. PHILADELPHIA. 
because they cannot master 44 The Sunday-School Times 
the English language. 72 The Presbyterian 


; 76 The Lutheran Observer 
Advertising rates on appli- The 


cation, 82 The ve 
The Philadelphia & telshe 
German Cazette, We Shall Be Pleased To Hear From You. 





THE RELIGIOUS PRESS ASSOCIATION, 


h Street. 
924 Arch Stree 901-902 Witherspoon Bldg., Philad’a, 
































REACHES THE MASSES 









Shrewd advertisers know that the paper which 
reaches the masses brings best returns for the money. 


The Salt Lake 


TELEGRAM 


is read by the masses in UTAH, IDAHO, NEVADA and 
WYOMING. The Telegram has the largest average 
evening circulation of any daily published in the above- 
named States. The Telegram is the only 3-cent paper 
published in Utah. 










S. C. Beckwith Special Agency, 


TRIBUNE BUILDING, NEW YORK. 
H. M. FORD, 1154 Marquette Building, Chicago, 









42 
THE ‘‘ TIMES’” NEW HOME, 





Space for offices is now being rented 
in the new building being erected for 
the New York 7Zimes at Broadway 
and Forty-second street, and the struct- 
ure will be ready for occupancy in 
It is expected that 


less than a year. 

















the paper will be installed by April, 
1904. The editorial offices will be 
chiefly in the tower-like superstruct- 
ure, with composing room on the en- 
tire sixteenth floor, business offices on 
the fifteenth floor, and press room and 
stereotyping department in the base- 
ment. With the exception of count- 
ing rooms on the main floor, all the 
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remaining space will be let for offices, 
When the 7#mes moves in it will have 
facilities for city distribution enjoyed 
by no other paper in the world, for the 
Subway runs directly beneath. its 
building, and papers, loaded into cars 
standing only a few feet from the 
presses, will be whirled away to city 
stations and railroad depots. A pas- 
senger station of the Subway will also 
be accessible from the building. An- 
other advantage will be the under- 
ground store rooms for paper beneath 
the sidewalks, which, owing to the fact 
that the building faces a public square, 
are larger than usual. There will be 
a basement and two sub-basements, 
making the building 55 feet in depth 
from the surface of the ground. The 
height from the ground is 320 feet, 
and when measured from the lowest 
sub-basement 375 feet. This makés 
it the second tallest building in New 
York, exceeded only by the 392 feet 
of the Park Row Building. The con. 
struction will be of the modern skele- 
ton type, with light granite for base- 
ment and terra cotta for superstruct- 
ure. Long Acre Square, to the north, 
as well as the width of Broadway at 
this point, gives lighting facilities 
equal to those enjoyed by the famous 
Flatiron Building. The plans are by 
Cyrus L. W. Eidlitz, who designed the 
Fidelity and Casualty, Washington 
Life and Townsend buildings. The 
construction is in charge of the George 
A. Fuller Construction Co. 

+e) 

WHEN a man wishes to write, 
he is careful to see that his pencil 
has a point to it. He should do 
the same thing when he goes to 
prepare an advertisement. 


+ 


“FoLLow-upP system” is rather a 
large mouthful when one uses it 
in daily conversation, so Mr. B 
H. Jefferson, advertising manager 
of Lyon & Healy, Chicago, has de- 
vised the abbreviation “Fol.” “Fol 
card” and “fol clerk” have been 
used during the past year in his 
office, and save time and serve 
force. While such an abbreviation 
can hardly have so wide an appli- 
cation as “ad,” it is nevertheless 
serviceable where the technicalities 
of advertising are used and under- 
stood, and probably others will be 
glad to adopt it into their office 
vocabularies. 
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$10 or $3 


By the Week or cles the Month 



























When there is any interesting story about 
a newspaper that it would be likely to pay the 
publisher to bring to the attention of adver- 
tisers by printing it on a postal tard or in a 
small circular, it costs him $10 a thousand for 
postage to send them out, and it is consider- 
able trouble to learn the right names and do 
the addressing. 

The same story can be told in Printers’ Inx, 
in space of a quarter-page, and reach many 
thousands—practically all advertisers through- 
out the country—at a cost of only $10; and such 
an announcement (subject to change of copy 
for every issue) can appear in Printers’ Inx 
once a month for an entire year for $120, once 
a week for $520, or every other week for $260. 

Whoever has a real live paper, and there 
are interesting facts about it that it would be 
profitable to the paper to have advertisers 
know about, would do well to consider the pro- 
priety of advertising regularly in Printers’ Inx. 





A very effective advertisement for Print- 
Ers Inx can be compressed into the space of a 
single inch, costing only $3 for one insertion, 
$36 for once a month, or $156 for every week 
for a year, or $78 for every other week. Ninety 
words can go in the space of a single inch. 

























PRINTERS’ INK, 





JUMP OVER 
THE COUNTER 


Don’t spend all your life as a poorly-paid clerk. 
Learn to earn more as an adwriter. 

If you have common sense, a fair knowledge of 
English and are ambitious, we can certainly train 
you to write the kind of ads that business men want 
and are willing to pay well for. 

Send TO-DAY for our Advertising Circular, which 
tells ail about our Course, and is fully illustrated with 
ads written according tothe I. C. S. System of Ad- 
writing. Every present or prospective adwriter or 
student of advertising ought to have it. 

We also teach Show Card Writing. 


Mention this magazine, tell us which Course in- 
terests you, and address your letter: Advertising 
Manager 


INTERNATIONAL CORRESPONDENCE SCHOOLS 


Scranton, Pa, 
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A JOURNAL FOR ADVERTISERS. 


Che Chicago Cribune 


From 


see «THE CHICAGO 


Ink 


¥ TRIBUNE is most 


24, 190}. 
































representative of its 






city, and is the most 






comprehensive and 






stable newspaper in 






a community of 






changing newspaper 






fortunes.” 







HE CHICAGO TRIBUNE in i902 car- 


ried 50 per cent more advertising than 






any other Chicago daily and Sunday newspaper. 
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SSoeeeen 
of hundreds of thous- “Sees 


ds of d 
ands of men and women Seren 


who live in rural communi- 
ties all over the United States _ 
will see your advertisements if 
you place them in 
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Che Vickery § Kill List” 
at Che American Woman 


(ESTABLISHED 29 YEARS). 


These people are already educated to buy by mail as 
results prove and we furnish proof that these papers possess 


The Largest Paid-in-Advance Circula- 
tion in the World. 


Our papers stand at the head of mail order mediums in 
this country. You ought to use them. Send for rates and 
full information. 


Che Vickery § Hill Pub. o., 


AUGUSTA, ME. 
C. D. CoLman, E. H. Brown, 
Flat Iron Bldg., New York. 714 Boyce Bldg., Chicago. 


Sworn stat. t of circulation on file with Geo. P. Rowell & Ca. 
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A Staunch Friend 


Office of The Gazette, 
New Berlin, N. Y., June 27th, 1903. 
PRINTERS INK JONSON : 

Dear Sir :—Yours of the 23rd at hand. I think I was 
one of the first users of your ink as foreman of the ILION 
CITIZEN, and since going into business for myself here 
in 1895, the ink I have purchased from other dealers 
would not amount to $10 all told, and I am not doing 
the smallest business in the county either. 

After an experience of more than fifteen years in 
various press-rooms, I can truthfully say that I have had 
less trouble with your inks than any other I ever used, 
leaving your low prices entirely out of consideration. 

Very truly yours, 
Gro. H. WILLARD. 





Many of my customers started using my inks 
while in the employ of others, and naturally sent 
me their orders when they became bosses. Mr. 
Willard has been dealing with me nearly ten years, 
and | do not remember ever receiving a complaint 
from him. He never seems to tire lauding the good 
qualities of my inks, and many of my sales from his 
part of New York State can be credited to his kind 
words. 

When my inks are not found satisfactory | don’t 
try to make the user believe he doesn’t understand 
his business. I simply refund the money and pay 
transportation charges. Send for my new book 
giving valuable pointers for the press-room. 








ADDRESS 


PRINTERS INK JONSON, 
7 SPRUCE ST., Rae od aaah NEW YORK. 





(/ 
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3 dozen Dailies 


NEW YORK HERALD—(Morning and Sunday) 
TIMES—(Morning and Sunday) 
WORLD—(Morning, Evening and Sunday) 
POST—(Evening) 

BROOKLYN EAGLE—(Evening and Sunday) 

ROCHESTER DEM. & CHRONICLE—(Morning and Sunday) 

BUFFALO NEWS—(Evening and Sunday) 

NEWARK NEWS—(Evening and Sunday) 

PHILADELPHIA RECORD—(Morning and Sunday) 

BULLETIN—(Evening) 

HARTFORD Sop Fe pear 

PROVIDENCE JOURNAL—(Morning and Sunday) 

BULLETIN—(Evening) 
BOSTON GLOBE—(Morning, Evening and Sunday) 
TRANSCRIPT—(Evening) 

SPRINGFIELD REPUBLICAN—(Morning and Sunday) 

MANCHESTER UNION—(Morning iad ietaing 

BALTIMORE NEWS—(Evening) 

WASHINGTON STAR—(Evening) 

ATLANTA JOURNAL—(Evening and Sunday) 

MEMPHIS COMMERCIAL APPEAL—(Morning and Sunday) 

NASHVILLE BANNER—(Evening) 

CINCINNATI TIMES-STAR—(Evening) 

CLEVELAND PRESS—(Evening) 

PITTSBURG PRESS—(Evening and Sunday) 

DETROIT NEWS—(Evening) 

TRIBUNE—(Morning except Sunday) 

CHICAGO Se Rein 

RECORD-HERALD—(Morning and Sunday) 
TRIBUNE—(Morning and Sunday) 

ST. PAUL DISPATCH—(Evening) 

MINNEAPOLIS TRIBUNE—(Morning. Evening and Sunday) 

PORTLAND OREGONIAN—(Morning and Sunday) 

SEATTLE TIMES—(Evening aitd Sunday) 

SAN FRANCISCO EXAMINER—(Morning and Sunday) 

CALL—(Morning and Sunday) 

LOS ANGELES TIMES—(Morning and Sunday} 

KANSAS CITY STAR—(Evening and Sunday morning) 

INDIANAPOLIS NEWS—(Evening) 


GEO. P. ROWELL & CO., Advertising Agents, recommend advertisers to use 
the daily papers and believe the list named above is as good a selection, so far as 
it goes, as can be made. 

To illustrate the cost it may be stated that a twenty-four word “Want” ad- 
vertisement inserted five times in all the papers catalogued above would cost 
something more than &. Anordinary 10-line advertisement, for a single insertion, 
would also cost something more than the sum named, even if continued every 
day fora ype. A spece of three inches single column, in this small list of 
pers, would cost fully $50,000 for one year’s insertion. This to show t 
Spresticing fe net cheap: still old advertisers know that the papers are the 
chea) all. 

. P. ROWELL & CO. are glad to quote rates and receive and forward 
advertisements for the papers named above and for all leading: newspa) 
magazines. Orrices, No. 10 SPRUCE ST., NEW YORK. 











